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The purpose of this study was to answer two questions, “Does a 
pelaticheninvexist between general values and clothing values?" and 
“How does this relationchip relate to characteristics and behavioral 
aspects of consumers?" The aspects of consumer behavicr under consider=- 
ation ares: location of purchases, motivational aspects, spending level, 
purchasing practises, consumer satisfaction, and consumer concerns. The 
theoretical basis for this study was that values are rank order entities 
which guide wan*s behavior in life. The behavior under consideration 
was consumer behavior and a social psychological approach was taken. 

It is concluded that a moderate positive relationship does exist 
between general and clothing values. The degree of association between 
general and clothing values was significantly related to spending level 


and the consumer concerns: quality of fabric and care-labelling. 
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INTRODUCTION 

This study was designed to answer two questions: Does a relation- 
ship exist between the general and clothing value systems? If so, how 
does this relationship relate to characteristics and behavioral aspects 
of consumers? 

The objectives of this research were basically tos gain informa- 
tion through a mailed questionnaire from a sample of consumers with re=- 
gards to their general value system, clothing value system, background 
characteristics and aspects of consumer behavior; to determine the degree 
of association between general and clothing valve patterns of consumers; 
to relate the degree of association between the general and clothing 
value systems with the characteristics and behavioral aspects of con- 
sumers; and a descriptive analysis of the background characteristics and 


behavioral aspects of consumers. 
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CHAPTER 1 


NATURE AND PURPOSE OF STUDY 


In spite of the great need for understanding, explaining and pre- 
dicting consumer behavior, very little work has been done in this area 
and little 1s known about the motivational forces involved in consumer 
pohavine® The complexity of consumer behavior necessitates a breakdown 
of the behavior into component parts for the purpose of analysis in 
order to identify possible contributing aspects. In other realms of 
human behavior, values have played a significant role ani evidence indi- 
cates that values may have a dynamic effect on consumer behavior as well. 

The term aegis 0 is broadly conceptualized as fundamental beliefs 
and feelings which include or direct our specific attitudes and interests. 
It can be assumed that values will operate as a directive force or moti- 
vate the individual in specific fields of human behavior (Britt, 1970). 
Research has shown (Lapitzky, 1961, Creekmore, 1%3, Finlayson, 1959, 
Dowdeswell, 1972) that general basic values are usually consistent with 
values in the clothing area, and these in turn are consistent with some 
attitudes concerning clothing and behavior in the selection and use of 
clothing: The reason for a lack of significant correlation between the 
General Values ers and the Clothing Values System however, is not 
known. This proposed study could provide valuable information in answer- 
ing the above question. 

When specific value pattern does not duptgoe the General Value 
Pattern of an individual, a situation exists which requires explanation. 
Any theory of consumer behavior must recognize the importance of social 


forces as they shape this behavior. In order to understand consumer 
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behavior it is imperative to look, not only at psychological thitote; 
but also at the sociological factors. A study such as this with a social 
psychological approach would be very beneficial in understanding and ex~ 
Pplaining consumer behavior. In regards to consumer behavior in the area 
of clothing, Ryan (1966) gives a Strata of Explanation as followss 
lst Stratum (Preferences) - The attributes of the garment itself - 
factors wxhich are completely independent of the respondent and 
can be measured objectively, such as color, fiber, weave, price, 
style, shape of collar, etc. 
2nd Stratum of Explanation (Satisfaction) = is concerned with the 
properties of the individual attributes or the components of 
satisfaction. Examples or responses ares ease of care, 
durability, appearance, performance, etc. 
3rd Stratum of Explanation (Motivation) - is motivation in the 
selection of clothing as found in the relationship between 
interests and values in clothing and the general interests and 
values of the individual. 
kth Stratum is concerned with the ultimate explanations of behavior. 
Explanations of why the individual has interests and values 
which lead to consumer choices. Recent studies have entered 
into the 3rd level, and the 4th level is in whole an unattain- 
able research objective, although it can be touched upon through 
the use of social psychological instruments. 
Basically, the proposed study is in Ryan's 3rd Stratum of Explanation, 
but extends into the 4th Stratum. In so doing, the study concerns itself 


primarily with needs, values and wants of individuals rather than with 


* 
¥ 
bas 
’ 
* 
af 
% 
‘oath + bot 
thy : . 
“ 
" 7” 
r | ed 
iy i. 
ww? DE 
oe ov 
j 
baa ner Kas 
1 Bea tiny 
aTOrVvanien 20. 
’ ; 
r ioe fu 4 
dl Oy all é + G 
« A 
Sexe 


yin ead aptios taboos sneatods cwa9 of heal todsy 


teers be 


a 
ne « 
by 


breads ty wy chi uy se Pot Fo 1 dala se 
: i | q ‘ae ry i; i we a 
ise cet shale a — sae 
ye P roto qheet cmv o od sai nao ise duo Leiden 
j Ka ; - ba hs 
ca i a 
ph imeasl SOE” Sate oF BAyGiot gt : men reed “reuse pa oka, 
Pi A ; je iis ne 
oo ee 5 ee ay angi, vanes 
BT ait Gand edt. “ (u phat coro} matantt. 
is * iy 4 
© ad? to teeiegehat phe fel erep ash. pal enopost it 
f a Mee ye riko fo bor * pane of sie, | 7 
ar | a : 
. : wth fives One 3 ade sedate ae 
| aiale, ml 
| ying ook, (Parkdale tiie) antsh wren Sas wi to nedunia, hes | 
; We = et ee os na 
if “oO Hotabine ts IVE base acts my g sheet 
5o hGke tothe, epbhedwer, be hi wore ~sea eaten * as 
a va Val by 100 Samsara settee : 4 
TORY bones eh my eo ptday bin 3), aodanase to extust iat 
semanas mt) bau aa anit ae awidoeten Gy Ait 
int Jysrenes 5 Oa ee sates So at. on stn aid, steraeint ; 2: aF 
ay ee Be. - 
| hata tha ete oa sani 
¥ f i re i us oy f ~~ 


sine | shh aa oem, ote say tte enanenoe a moresta-asé 
| ae 


bee, dnt oe & sth sty int ety ‘ety. ~ os 
Fe ry te 


a 
ie! 


ar 7 ech n 
adorn Pe ns Lone. tl oui baa. et ot 


bartavod 28 ae oa] p98 dgnodrtn cae an de 


characteristics of the clothing items. In addition, the individual can- 
not be studied in isolation but rather in interaction with the social 
environment. <A study such as this with a social psychological approach 
would be very beneficial in understanding and explaining consumer 
behavior. In contributing to our understanding of the consumer it could 
also provide valuable direction for educational programs and future 
rescarche 
Objectives 
Four objectives have been formulated for this research: 
1. To gain information from a sample of consumers with regards to their: 
(a) General Value System 
(b) Clothing Value System 
(c) Background Characteristics: 
(1) Sex 
(ii) Marital status 
(444) Number and ages of children 
(iv) Spouse's occupation 
(v) Place of residence 
(vi) Place of work 
(vii) Level, Experience, and Training of Teacher 
(d) Aspects of consumer behaviors 
(4) Location of Purchases 
(44) Motivational Aspects 
(444) Spending Level 
(iv) Purchasing Practises 
(v) Consumer Satisfaction 


(vi) Consumer Concerns 


etuot Satis Rae aie uss a 4 
Lekoda wei) tbe staan ot 4 i ia 


NOES ine . 


doaanqus ) 


i 4 Sat Mab 
are pe arene ae wal ey 

-. sheoanein i eae or 
cbt: as ecaaanaaenihain tain 


Hult? | toon 40 soar) bos 

secant 30 sada ta sect age CS ae 
7 ropa etasionn bw. comme Bret 
 enndonet Ye matte (Rw 


2. To determine the degree of association between consumers’ General 
Value and Clothing Value Patterns. 

3. To relate the degree of association between General Value and Cloth- 
ing Value Patterns to background characteristics and aspects of 
consumer behavior. 

kh, To study background characteristics and behavioral aspects of con- 
suNerS « 

Limitations 

1. The sample was randomly selected from teachers professionally em- 
ployed by five school boards in Edmonton and surrounding districts. 
Generalizations therefore, cannot be made beyond this population. 

2e The data were coliected in the form of a mailed questionnaire, and 


hence there is not as much control as with some other methcds of 
data collection. The respondent could actually get someone else to 


fill out the questionnaire or misinterpret the questions. Other 


| types of data collection such as the interview could minimize such 


problems. 
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CHAPTER II 
RgVIEW OF LITERATURE 

A body of research has been established and a number of theories 
have been developed in the area of Values and Consumer Behavior. The 
most pertinent have been reviewed under three headings: General Valves, 
Clothing Values and Consumer Behavior and Marketing Research. 

General Values 

The value realm consists of enduring and central clusters of 
beliefs, thoughts and feelings which influence or determine important 
evaluations or choices regarding persons, situations, and ideas. Values 
influence judgements or specific situations or goals by providing an 
abstract frame of reference for perceiving and organizing experience and 
for choosing among possible courses of action. 

The measurement of values must overcome two basic problems. Items 
selected must (1) be neither too general nor too specific; (2) distinguish 
between values as what is preferable as opposed to what ought to be 
desired. In other words, values may indicate societal values, as what 
one “should” or “ought” to believe i.e. honesty, trust. On the other hand, 
values may indicate individual values or what is preferred by the individu- 
al i.e. economy, aesthetics. This study is interested in General Values 
as "what is preferred"; therefore a scale was chosen accordingly. 

A “value system" is a hierarchial organization--a rank ordering of 
{deals or values in terms of importance. The Allport-Vernon-Lindzey Scale 
of Values (1960) enables one to measure the relative order of importance 
of six classes of values - theoretical, social, political, religious, 


aesthetic, economic. The Study of Values (Allport, Vernon, Lindzey 1960) 
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was originally published in the year 1931, and revised in 1951. The 
classification is based directly upon Edward Spranger's “Types of Men". 
His theory implies the view that the personalities of men are best known 
through a study of their values or evaluative attitudes. Spranger does 
not imply that a given man belongs exclusively to one or another of these 
types of men. His depictions are entirely in terms of “ideal types". 
This test looks at the relative importance of six areas of values. It 
neasures preferences, not what ought to be preferred. 

Behavior is influenced by the value system hierarchy. Values are 
thought to run in a continuum from most to least important and the ar- 
rangement is susceptible to alteration as the organism matures (Rogers, 
1962). An individual's value system is much like an organized sct of 
rules which are used for making choices and for resolving conflicts 
(Rokeach, 1968). Those values which are high in importance to the in- 
dividual should supersede other values in a forced choice decision pro- 
CeSS. 

One advantage we gain in asking subjects to rank-order a set of 

positive values for importance is that the subject, having little 

or no awareness of the psychological significance of his responses, 

has little or no reason to disguise them (Rokeach, 1968, p. 172). 

Murray (1938) believed that the needs which an individual experi- 
ences are in direct response to a value. Kluckhohn (1956) differed in 
opinion; she believed that needs can both arise from, and create a value, 
serving partially as an inhibitor and partially as an aid in satisfying 
needs. The individual who satisfied his needs, and identified and ful- 
filled values was known as a self actualized person in Maslow's (1954) 
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Kluckhohn (1950) developed a value orientation theory and an instrue 
ment based on this theory of dominant and varied value orientations. 
| Value orientations are complex but definitely patterned (rank 
ordered) principles, resulting from the transactional interplay 
of three analytically distinguishable elements of the evaluative 
process--the cognitive, the affective, and the directive elements-- 
which give order and direction to the everflowing stream of human 
acts and thoughts as these relate to the solution of “common human 
problems" (Kluckhohn and Strodbeck, 1961, p./+). 
An individual’s ideas of conditions and objects that give meaning to life 
and reality, as he thinks it should be, contribute to the formation of 
valuese When the human organism is confronted with a decision making ex- 
perience, the degree of applicability this event has to a value will 
determine the degree of influence the value will create (Combs and Snygs, 
1959). The clearer values are to an individual, the more likely they are 
to influence behavior. Studies by Combs and Snygg (1959) indicate that 
values differ greatly in the degree of clarity with which they are per- 
ceived. Those values which are precise in the individual's perceptual 
organization are more likely to influence behavior. 
Man's long time preferences, his deep-rooted tastes and interests, 
his objects of respect and reverence = his values. He makes 
decisions on the basis of them (Greiger, 1947, p.167). 
The items in life which are important to an individual are part of 
@ value system. General values influence choices made during most situ- 
ations; clothing values influence choices which involve clothing based 
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Clothing Values 
The first research which used Allport, Vernon, Lindzey’s Scale of 


Values in relation to clothing was done by Newman, Nickerson and Bryers 
(1933), who related scores on the Allport, Vernon, Lindzey's Scale of 
Values with general interest in clothing. They found no relationship 
between men®’s interest in clothing and theix scores on the value test. 
Women who were high on economic, aesthetic or political values were also 
“high on clothing interest. There was also an attempt to relate specific 
interests in clothing to specific values, but a low correlation was 
found. The correlations however, were in the predicted directions, 
hence, it was suggested that more rigid experiments would disclose the 
nature of the relationship. 

Lapitzky (1961) provided a major link in the field of clothing 
values by delineating major clothing values and developing an instrument 
to measure these values. lLapitzky (1961) hypothesized a correlation 
between both clothing values and general values and social security=- 
insecurity. She adapted the format of the Allport-Vernon-Lindzey Scale 
of Values and formulated the followings: Aesthetic, Economic, Political, 
Social I and Social II as Clothing Values to be measured but dropped the 
theoretical and religious values because she believed these would not be 
related to interest in clothing. A second social value was added. 
Lapitzky hypothesized that in addition to the philanthropic nature of 
the social value described by Spranger and measured by Allport Vernon's 
test, there was a value which stressed the need to be accepted and ap~ 
proved by others. Since no suitable instrument in clothing values was 


available, she Geveloped a Clothing Value Scale. She defined Clothing 
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Values ass “wishes, desires, interests, motives, or goals which an in- _ 
dividual considers worthwhile and thus are major determinants of atti- 
tudes and behaviors in relation to clothing choices and usage" 
(Lapiteky, 1961). 

The first attempt to devise an instrument to measure the strength 
of each clothing value independently of other values was abandoned be- 
cause of numerous difficulties. Instead an instrument was developed to 


measure the relative strength of the Clothing Values. Lapitzky (1961) 


proposed, and the results of her study confirmed the hypothesis - that 
positive relations exist between Clothing Values and parallel General 
Values. She worked with a sample consisting of a group of teachers and 
a group of college students. For the teacher group the correlation be- 
tween Clothing and General Values was significant in terms of Aesthetic 
and Political Values but not significant in terms of the other parallel 
values. The reason for the lack of significant correlation between 
other parallel clothing and general values is not known. 

The Lapitzky clothing test was used in a study by Altpeter (1963) 
who investigated the relationship between clothing values and certain 
aspects of consumer behavior. For a group of young married women, she 
found that those who rated above average on aesthetic value enjoyed shop= 
ping, preferred to shop alone, searched until they found clothes which 
they considered beautiful and unusual, and had a high interest in cloth- 
ing. An above average score in the economic value was related to buying 
traditional and comfortable style, shopping primarily at local department 
stores, examining seams before buying and having little interest in shop- 


ping for clothes. 
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In 1963, Creekmore expanded the Allport, Vernon and Lindzey’s (1931) 
Study of Values to include two additional general values, the sensuous 
[stimulation of the senses at a physiological level] and the exploratory 
{spontaneous curiosity] . She hypothesized positive relationships between 
certain aspects of clothing behavior, general values of the individual 
and relative fulfillment of these basic human needs. Creekmore used the 
Allport-Vernon-Lindzey Scale of Values and compared the results with 
clothing behavior, measured by a clothing interest inventory consisting 
of 14 classifications which were indicative of clothing behavior in usuage 
but not in the purchasing of clothes. Czreekmore found that clothing was 
used as a means to gain status; conformity was inversely related to 
social position. She used Hollingshead's (1958) method and found that 
social position affected the score on aesthetic concern and status symbol 
use of clothing. Individuals from high social classes regarded clothing 
as a tool to achieve personal goals and ranked high on the status use of 
clothing. 

Another attempt to develop a test of clothing values parallel to 
some of the values measured by the Allport-Vernon test was made by 
Finlayson (1959), who investigated consumer motivation in the selection 
of sweaters as related to general personal values. The variable measured 
was consumer satisfaction with sweaters and the components of satisfac- 
tion were defined as: becomingness, beauty, comfort, likely to be ad- 
mired by friends, ease of care, and good buy. She related the scores on 
the Allport-Vernon test for the social, economic and aesthetic values to 
the relative importance of the above six components of satisfaction in 


sweaters. Her results showed that there was a strong tendency for a 
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general value to be operative in selection of certain components that 
tent to bring satisfaction in clothing. 

Kernaleguen (1971) developed an Inferred Values of Clothing 
Inventory to assess the relative importance of five basic clothing 
values. These five values were: self expression, aesthetic, economic, 
comfort (physical and psychological), and social (acceptance and leader- 

ship). The Inferred Values of Clothing Inventory was used by Dowdeswell 
(1972) to evaluate the adjustment of women to pregnancy, and by Crown 
(1975) to examine the relationship of clothing values to consumers’ 
perception and acceptance of color change in fabrics. The social value 
was found to be low in all of the previous studies. Theberge and Witter 
(1975) preduced the Clothing Values Scale, in which subjects indicated a 
rank order for seven descriptive stories, each focusing on a differert 
value orientation. The instrument was a refinement of the measure 
developed by Kernaleguen (1971). 

Although there is still much research to be done, evidence so far 
suggests that general values are reflected in clothing values and that 
these in turn are related to specific clothing attitudes, interests, 
choices and to behavior in the selection and use of clothing. 


Consumer Behavior and Marketing Research 


Puxchasing behavior is one part of the overall pattern of human 


behavior. An elaborate model of consumer decision making has recently 
been presented by Nicosia (196). Drawing heavily on the behavioral 
scientist, the Nicosia model views consumer behavior as a complex dynamic 
interplay among product attributes, consumer attributes, and external 


influences. 
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Since the late 40's marketing researchers have theorized that person- 
ality should be related to the consumer decision process. That is con« 
sumers With certain personality profiles would be more prone to “brand- 
loyal purchases” and specific styles or colors, and would prefer certain 
stores or exhibit other consistent purchase behavior patterns. It has 
been found that a vast array of variables affect buyer behavior: person- 
alities, sociological attitudes and communication variables. 

An analysis of action is an analysis of how the individual's market 
behavior is determined (Ardnt, 1968). Any bit of action is determined on 
one hand by the total make up of the person at the moment and on the other 
hand, by the total situations in which he finds himself. This relation- 
ship is represented as a product of factors in the individual and factors 
in the situation. Explanations must always include both the cbjective 
and the subjective and these are always in inseparable interrelationship. 
What a person is at any moment, governs what he does in the given circum 
stance. What he is on the side of action possibly comprises motive and 
mechanism. Hunger and the desire for a new red necktie are motives. The 
ability to walk when entering a restaurant, or the mental equipment used 
in reading an advertisement, or in recalling one’s lack of funds are 
mechanisms. These mechanisms are not independent of the motives but are 
directed by them. Motives and mechanisms are different aspects of the 
same total individual makeup which determines action at any moment. By 
motives we mean the set of inner guiding processes which determine the 
movement of behavior towards ends or goals. The processes may be con= 
scious or unconscious. They consist of some condition of tension or dise- 


equalibrium within the person, with the ensuing conduct serving to 
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relieve the tension or to reestablish the equilibrium. Such a theory is 
often referred to by Social Psychologists as the "Cognitive Dissonance 
Theory”. Oux actual buying behavior is largely an expression of specific 
attitudes, that is, action tendencies towards particular objects, reflect- 
ing the very directions of motivation, as these have been molded in the 
couxse of experience. One's negative attitude towards a certain store 
for example, may be an expression of injured pride occasioned by a domi- 
neering salesman. The attitude in turn leads one to avoid the store, to 
criticize it, or perhaps to praise the leading competitor and to concen- 
trate one’s buying there. Mechanisms, however, also play an important 
role. An analysis of action must include more than motives alone. The 
notives operate in a way that is determined by other structures and pro= 
cesses as well (Ardnt, 1968). 

All activities of a consumer are subject to environmental influences. 
This influence may be weather, the layout of the city, the shopping cart 
or other people. What might not be so clear is the social influences, 
that is, the impact of other people on consumer behavior. The influence 
may be subtle such as when one woman tells another that knee length 
dresses are out. The influence may be subconscious for example, when a 
person buys a certain brand of car to obtain the approval of cthers. 
Finally, the influence of others on consumer behavior may be very direct, 
such as when a mother tells her daughter "NO" to a request for a new 
skirt. Social influence can operate in any stage of the consumer be- 
havior process. It can cause needs to arise and a subsequent tension 
state. It can cause variants in the magnitude of the tension state. 


Further, it can operate on cognitive activities of consumers and determine 
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the type of action a consumer may take to satisfy a need or value. 
Finally it can be a determinant in the amount of satisfaction or dissat- 
isfaction a consumer receives from some action. 

An article by Davis and Rigaux (197:) reviewed a study of the 
degree of influence exerted by both husbands and wives for 25 economic 
decisions. Three of the 25 decisions involved clothing: husband's 
clothing, wife's clothing, and children's clothing. Decisions regarding 
wife's and children's clothing were wife dominant and for men's clothing 
decisions there was variability in role concensus. 

Two studies were conducted by the Survey Research Center of the 
University of Michigan with regard to husbandewife responsibility in 
money management and purchasing decisions. It was found that wives ex- 
ert the main influence in 40% of the households; husbands exerted the 
influence in 25% of the households; and couples jointly in about 2% of 
the households in the study (Komarovsky, 1%1). 

A study by Ferber and Lee (1974) seems to lend support to the idea 
that the family may not be a homogeneous unit for study of at least cer- 
tain aspects of economic and marketing behavior. Rather the interrela- 
tions between the members of a couple and the roles each of them plays 
in family decision-making would seem to be a distinctive factor to be 
considered in seeking a better explanation of consumer behavior. 

Research carried out by Haines and his associates (1968) studied 
the decision processes of women shopping for clothing. It involved a 
measure of the longest and of the shortest acceptable path in a decision. 
This measure represents upper and lower limits to the amount of informa- 


tion that must be processed to arrive at an acceptable alternative ani 
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hence gives some indication about the potential information demands 
(Haines, 1974). Haines formulated what he termed the principle of in- 
formation processing parsimony: “Consumers seek to process as little 
data as is necessary in order to make rational decisions" (Haines, 1969). 
Reseaxch undertaken by Stone and Form (1957), entitled The Local 


Community Clothing Markets: A Study of the Social and Social. Psycholo- 
gical Context for Shopping showed that socio-economic status of a shopper 


was a deciding factor in shopping location. It was found that the higher 
the social status of the eHosien the more specialized was her shopping; 
the lower her secial status, the more likely she'd include other activi- 
ties in her clothing shopping trips. The middle class women spent less 
time shopping for clothes than did women in the upper or lower status 
groupse Younger women tanted to shop during the afternoons in the latter 
part of the week, whereas older women and upper class women preferred to 
shop in the moxnings in the early part of the week. Stone and Form 
asked: “When you shop for clothes, do you know exacvly what you want, 

do you have a general idea, or are you not quite sure?" Generally, the 
younger, high school educated, middle-social economic group, upward 
aspiring cosmopolitan-orlented women reported they knew exactly what they 
Wanted when they shopped for clothing. The older, either college educa- 
ted or only grade school educated, high or low socio-economic group, 
non-aspiring, local orientated women were uncertain of what they wanted. 
The young shoppers preferred to shop alone, while women in their 40‘s 
preferred to shop with others (40% husbands; 25% friends, 25% younger 
family members). Stone (1954) studied urban shoppers according to their 


attitudes towards stores. His research discovered four types of shoppers 
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as follows: 

1. The economic consumer who has strong attitudes about price quality 
and assortment of merchandise. 

Ze The personalizing consumer who required a personal relationship with 
the store personnel. 

36 The ethical consumer who possesses favorable attitudes towards small 
independent businessmen. He had negative feelings towards chain 
stores and wanted “to help the little guy out". 

4, The apathetic consumer who viewed shopping as a bothersome task. As 
Stone notes he shopped “to get it over with". His main prerequisite 
for a store was convenient location (Stone 1954). 

Factors determining retail shopping preferences were studied by 
Converse (1947) who found that consumers will travel further for fashion 
goods such as clothing than for food, drugs, bulk goods or service goods 
and that women will travel further than men for clothing items. It was 
also found that those with higher income will shop ai a greater distance 
than those of lew income. | 

More than a decade ago Martineau (1954), Director of Research and 
Marketing for the Chicago Tribune, observed that people tend to patron- 
ize stores that match their personalities. He noted that individuals 
will select stores that enhance their self images, their attitudes about 
themselves. He further observed that the decision to shop downtown as 
contrasted to a shopping center has a psychological basis. He concluded 
that some of the psychological variables that determined in great part 
where a person would shop were friendliness, excitement, glamour, 


enhancement of self image and of course economics; the latter being only 
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slightly important. Stores have a personality, a total image, and many 
more meanings in the consumer's mind than strictly a place for day to 
day transactions. Prices and savings only represent one area of what a 
consumer thinks and feels about the store. Far more than any bargain, 
the overall store atmosphere (or personality, or image) is the determi- 
nant of xegular buying, or the preselection of the customer body 
(Maxtineau 1954). 

A report by Rich and Porter (1964) on women shoppers in downtown 
stores emphasized department store imagery. An important part of the 
study dealt with the reasons which prompted women to do more of their 
shopping in one particular store than in any others. The stores nost 
frequently mentioned fell into three groups, high fashion appeal, price 
appeal and broad appeal. The stores with the high fashion image in the — 
minds of consumers are the ones most favored by the high income women 
whereas the price appeal stores attract very few of these customers. 
The middle income women represent the largest group for all three types 
of stores. The lew income women go mainly to the board appeal and the 
price appeal stores although some patronize the fashion appeal stores. 
As for the relationship between life cycle, age and children, and store 
preference, high fashion stores attract many of the women forty or over 
especially the ones without children at. home. The women presume they 
have more money to spend and are more demanding of the type of service 
found in these storese As to the broad appeal and the price appeal 
stores, women under forty with children are the most important single 
customer group although women in the over forty group are numerous. 


Younger women with no children at home are not an important group of 
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of shoppers for any of the stores. For women whose favorite store is the 
downtown fashion appeal store, 41% live in the suburbs. This is in con- 
trast with the broad appeal and the price appeal stores whose customers 
are much more likely to live in the city. in the group of women favoring 
high fashion stores, 42% also shop at discount stores on occasion. Many 
of the higher income women whose favorite stores are fashion appeal ones, 
still go to discount houses for merchandise such as children's clothing 
and appliances. The customers of the fashion appeal stores are most 
likely to be in the middle ifeoes and upper income brackets in the forty 
and over age group often without children at home and living in the 
suburbs. These women are quite interested in fashion and less interested 
in bargain hunting. 

Price does enter into the social behavior of consumers. It plays a 
role in the attraction among consumers as well as the interaction between 
consumers and marketerse 

Rising prices of a product can cause the consumer to view it as more 
desirable. Here price-quality values are more complex than implied by 
simple economic analysis. Higher prices consequently may mean other 
things to consumers: 

l. Higher prices may indicate that the product is more fashionable and 
a few dollars more may be a low price to pay for the assurance that 
one is in stylee Women who shop in high fashion stores expect to pay 
more for clothing items, but the shopper believes she is getting nore, 
mainly, latest styles. She usually is quite aware that she can buy 
similar items of clothing at lesser prices, but they present an 


element of risk, that is the clothes may not be fashionable. 
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Ze Increased prices may imply that there is simply more quality. In 
other words, the implication is that it offers more if the price is 
increased. 

3. Increased prices of a product may suggest that there is a new model 
or style available. Consumers have a desire for newness (witness the 
frequent use of the word "New" in advertisements) thus an increased 
price may be interpreted by some consumers as an indication of a new 
feature. 

It is believed that for certain segments of the consuming public 
particular goods are prestigious and are consequently valued for their 
price (Kernin and McNeill 1967). In such cases prices are apparently 
used as a social barrier to another class. This is exemplified in the 
old statement, “If you have to ask how much it costs you can't afford it”. 
On the other hand, price is often a topic of conversation. These conversa=- 
tions allow a housewife, for example, to prove to her contemporaries that 
she is not only an economical person but also a knowledgeable shopper. 

It is not uncommon for a group of neighborhood housewives to get together 

ever coffee and consider the weekend specials together. Such practise 

provides a socializing vehicle while developing sophistication among 

consumers (McNeill 1968). 

A study by Schleede (1974) investigated women's use of credit cards 
when purchasing clothing for themselves. A questionnaire was answered by 
122 Illinois women. It was found that 49% of the respondents reported 
never using credit cards and those who did use credit cards usually used 


the individual store type of charge account. 
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One general finding that has emerged from the concept of psycho- 
logical marketing segmentation is that consumers tend te buy the brand 
whose image most closely corresponds to their own needs. The image is 
created for the type of consumer for whom the brand promises particular 
satisfaction. 

Market segmentation as a strategy may be defined as the tailoring 
of the marketing mix components to the needs and wants of selected sub- 
—— within the overall market. In other words, the market segmenta- 
tion approach assumes that consumers are different and that these differ- 
ences may be utilized (Frank, 1968). During the last decade there has 
been an increased seaxch for new market segmentation criteria, which ef- 
fectively predict product choice or usage rates. Traditional criteria 
like age, education, occupation, sex or marital status, have not been 
sidelined but have been joined by psychological and sociological variables 
such as values, attitudes, personality, mobility, life style, social class, 
etc. (Sheth 1967). Ina typical market reseaxch study data is collected 
on characteristics of respondents, age, income, education, number of 
children in the family, area of residence, social class, personality test 
scores, and so on. Also data is collected on some aspect of consumer 
behavior, such as purchasing of certain products or certain brands, and 
cross-tabulations are performed to find out whether the chaxacteristics 
contribute anything to our understanding of the behavior (Wells 1968). 
Such analysis shows that consumer products fall into meaningful groups 
that help illuminate the roles, the customs, the attitudes, and sometimes 
the personality characteristics of distinct groups of consumers. Much of 


the behavior we are interested in studying is a complexity of many factors, 
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that is, it is multi-dimensional in character. We often side step this 
complexity by picking some unidimensional attribute which is assumed to 
be independent of the more complex phenomena we seek to understand. 

Another socio-psychological variable affecting consumer behavior is 
perception. It is not unusual for a person to perceive a stimulus in a 
certain manner and later another person will change the first person's 
perception of that stimulus. The personality is in effect a processer or 
filter for incoming stimuli. Consequently, a person may or may not per= 
ceive stimuli in the same a depending on the similarities and differ- 
ences in a personality makeupe As one authority states “every perceiver 
is as it were to some degree a nonrepresentational artist, painting a 
picture of the world that expresses his individual view of reality” 
(Krech 1962). 

Consumers® buying is governed by the influences playing upon then 
from the outside no less than it is by their inner dispositions. These 
external factors may be thought of as centering in the product itself, 
and spreading from that center to a vast range of other influences more 
and more remotee Next to the attributes of the product, the influences 
most significant for the purchase are the selling methods, advertising, 
store, and generally, conditions surrounding the sale. In general then, 
one proceeds in his analysis of any bit of action by analyzing those 
motives and mechanisms that appear significant and also by studying the 
outside conditions which appear most clearly related to those inner dis- 
positions. Explanations are found by working back and forth, between 
individual dispositions and external influences; the behavior of the 


moment is always governed by both (Day, 1971). 
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CHAPTER III 


METHODS AND PROCEDURE 


The topics relevant to the Method and Procedure will be presented 
as follows: Theoretical Framework, Definition of Terms, Hypotheses, 
Descriptive Analysis, Description of Instruments, Sampling Procedure, 
Data Collection and Analysis of Data. 


Theoretical Framework 


The Theoretical Framework for this study is based on the research finde 
ings reviewed. In other realms of human behavior, values have played a 
significant role and evidence indicates that values may have a dynamic 
effect on consumer behavior. 

Existing literature indicates that values are rank order entities 
which guide man's behavior in life. An individual's value system is much 
like an organized set of rules which are used for making choices and for 
resolving conflicts (Rokeach, 1968). Research has shown that general 
basic values are usually consistent with values in the clothing area and 
these in turn should be consistent with behavior in the selection and use 
of clothing. Any theory of consumer behavior must also saeeoisidh the in- 
portance of social forces as they shape this behavior. In regards to con- 
sumer behavior in the area of clothing, Ryan gives a Strata of Explanation 
involving four levels of research ob settler aaa Ronen 1966). This study is 
basically in the Third Stratum of Explanation, but extends into the Fourth 
Stratum by the inclusion of social psychological variables. 


Definitions of Terms 


General Values: The general value system on which this investiga=- 


tion was based was developed from Spranger's (1928) Types of Men by 
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Allport and Vernon in 1931 and later revised by Allport, Vernon and 
Lindzey in 1951. Their value system incorporated six types: the 
Theoretical, Economic, Aesthetic, Social, Political, and Religious. 

Each of these general values is operationally defined as a score 
received as measured by Allport, Vernon, and Lindzey‘’s Study of Values. 
The values are conceptually defined (Allport, Vernon and Lindzey, 1%0) 
ast 


Economic (Econ): The economic man is the practical individual interested 


in freeing himself from his immediate wants through production, marketing, 
and consumption of goods. He prefers utility to all values and is frugal 
with time and space as well as money. 

Aesthetic (Aesth): The aesthetic man is concerned with form and harmony 
in every act and deed. He uses grace, symmetry, or fitness to test all 
and believes that beauty is the ultimate truth. The aesthetic man is not 
necessarily the creative artist but he must be concerned with the artistic 
aspects of all of life. 

Political (Polit): The political man is the individual interested in hav- 
ing material or manipulative power over others to direct and influence then 
according to his own wishes. He is motivated in every aspect of life by 
his desire to dominate and his love of power. 

Social (Soc): The social man is primarily motivated by his love of people. 
He is kind, sympathetic, and unselfish; and for him love--an altruistic 
and philanthropic love toward others is his highest value. 

Theoretic (Theo): The theoretic man aims at objectivity and seeks to 
understand, to order, and to systematize knowledge. He pursues truth for 


its own sake and, since he is essentially an intellectual, has one 
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consuming passion--the acquisition of a theoretical understanding of ob- 
jective knowledge. 

Religious (Relig): The religious man is the mystic who sees in every ex= 
perience a touch of the divine. He searches unceasingly for the grand 
scheme and tries to relate himself to the whole as he sees it. He is 
“permanently devoted to the creation of the highest and absolutely satis- 
fying value experience. 

Clothing Values have reference to the wishes, desires, interests, motives, 
or goals which an individual considers worthwhile and thus are major deter- 
RMinants of attitudes and behavior in relation to clothing choices and 
usage. The clothing values used in this study are conceptually defined 
(Lapitzky, 1961)(Kernaleguen, 1971) and operationally defined below: 


LAPITZKY*S CLOTHING VALUES KERNALEGUEN'S CLOTHING VALUES 
Economics the desire fcc comfort Economics seeking maximization of ree 
and the conservation of time, en= sources through clothing. Operation- 
ergy, and money in relation to ally defined as Sandy in Kernaleguen's 
clothing usage and of selection. Clothing Value Inventory.(Appendix B) 


Aesthetics the desire for, appre- Aesthetic: seeking beauty in clothing. 
ciation of, or concern with beauty Operationally defined as Ann in 
in clothing. Kernaleguen’s Clothing Value Inventory. 


Political: the desire for obtain- Social Leadership: seeking recognition 
ing prestige, distinction, leader= from others through clothing. Opera- 
ship, or influence through cloth=- tionally defined as Candy in Kernaleguen's 
ing usage. Clothing Value Inventory. 


Social Is the expression of regard Social Acceptances seeking membership 
for fellow beings through clothing with others through clothing. Opera- 
behavior. The individual to whom tionally defined as Sue in Kernaleguen's 
this value would be of greatest Clothing Value Inventory. 

concern would not wear clothes 

which were more expensive or fashion- 

able than those worn by his friends. Self Expression: communicating indivi- 
Further, clothing would be shared duality through clothing. Operation- 
with others even though it might be ally defined as Nancy in Kernaleguen‘s 
returned soiled or somewhat Clothing Value Inventory. 


damaged. 
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Social IIs the desire for obtain- Physical Comfort: seeking well-being 
ing social approval through cloth=- of the body through clothing. Opera- 
ing usage with conformity playing tionally defined as Debby in Kernaleguen's 


@ prominent role. Clothing Value Inventory. 

Lapitzky’s Clothing Values are Psychological Comfort: seeking well- 
operationally defined as the being mind through clothing. Opera- 
score received for each of the tionally defined as Pam in Kernaleguen's 
above values as measured by Clothing Value Inventory. 


Lapitzky’s Clothing Value 
Measure. (Appendix D) 


Behavioral Aspectss The behavioral aspects of consumers which are under con- 
sideration in the Consumer Information Questionnaire (Appendix C) axe con= 
ceptually and operationally defined below. 


Location of Purchasess The location of purchases includes the locality 


(urban, suburban, exurban, rural) and type of retail store in which con- 
sumers do most of their clothes shopping. 

OPERATIONAL DEFINITION: Answers to question numbers 1 and 2 on Consumer 
Information Questionnalree 

Motivational Aspects: Stimulus which induces consumers to buy or which 
must be circumvented lest they refuse to buy. (Media appeal, influence 
of significant other, specificity of purchasing plans.) 

OPERATIONAL DEFINITION s Answers to question numbers 10, 11, 12, 20, 21, 
23 on Consumer Information Questionnaire. 

Spending Level: Percentage of income allotted for clothing and the amount 
of money the consumer will spend on specific clothing items (maximun, 
minimum and most recent purchase.) 

OPERATIONAL DEFINITIONs Answers to question numbers 17, 18, 19 on 
Consumer Information Questionnaire. 

Purchasing Practises: Patterns of shopping behavior (time of day, day of 


week, frequency) and method of payment. 
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OPERATIONAL DEFINITION: Answers to question numbers 6, 7, 8, 9, 24 on 
Consumer Information Questionnaire. 


Consumer Satisfaction: The feeling state of an individual with regard 


to a specific purchase and shopping in general. 
OPERATIONAL DEFINITION: Answers to question numbers 12, 13, 14, 25 on 


Consumer Information Questionnaire. 


Consumer Concerns: Important factors in the acquisition of wearing 
Gipadcean 

OPERATIONAL DEFINITION: Answers to question number 15 on Consumer 
Information Questionnaire. 

Hypotheses 

Hlas A significant positive correlation exists between the general 
value system as measured by Allport, Vernon, Lindzey‘s Study of Values 
(1960) and the clothing value system as measured by Lapitzky's Modified 
Clothing Value Test (Appendix D). 

Lapitzky (1961) similarily hypothesized a correlation between 
general values and parallel clothing values. This correlation was signi- 
ficant only in terms of Aesthetic and Political Values, but not signifi- 
cant in terms of other parallel values. Both Scales of Values (general 
and clothing) are only meant to measure relative strength of the values, 
therefore can validly be used only as ordinal scales. This study there- 
fore, hypothesizes a relationship, not between parallel values in each 
scale, but instead between the two ordinal scales. 

Hlbs A significant positive correlation exists between the general 
value system as measured by Allport, Vernon, Lindzey’s Study of Values 


(1960) and the clothing value system as measured by Kernaleguen‘s 
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Clothing Value Scale (Appendix BE). 

Hypothesis lb is a valid hypothesis due to its similarity to Hypo- 
thesis la. The only difference is in the instrument used to measure the 
clothing value. 

HZas A correlation exists between the degree of association between 
general and clothing value systems and location of purchases of consumers 
as measured by the Consumer Information Questionnaire (Appendix C), 
questions 1, 2 and 3. 

H2bs A correlation eeiets between the degree of association between 
general and clothing valve systems and motivational aspects of consumers 
as measured by the Consumer Information Questionnaire (Appendix C), 
questions 10, ll, 20, 21 and 22. 

H2c: A correlation exists between the degree of association between 
general and clothing value systems and spending level of consumers as 
measured by the Consumer Information Questionnaire (Appendix C), questions 
16, 17, 18 and 19. 

2d: A correlation exists between the degree of association between 
general and clething value systems and purchasing practises of consumers 
as measuxed by the Consumer Information Questionnaire (Appendix C), 
questions 5, 6, 7, 8, 9, 23 and 24. 

Hee: A correlation exists between the degree of association between 
general and clothing value systems and consumer satisfaction as measured 
by the Consumer Information Questionnaire (Appendix C), questions 12, 13, 
ly and 25. 

H2f: A correlation exists between the degree of association between 
general and clothing value systems and consumer concerns as measured by 


the Consumer Information Questionnaire (Appendix C), question 15. 
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According to Combs and Snygg (1959), values are most likely to in-- 
fluence behavior if they are clearly perceived. If the general and 
‘specific values are similar, they would logically be easier to perceive 
and more likely to influence behavior, Hence, it may be hypothesized 
that the higher the degree of association between the general and speci- 
fic values, the greater the influence on behavior. This study limits 
the specific values to clothing values and the behaviox to consumer be- 
havior when buying clothing. The hypotheses 2a to 2f are adapted 
accordingly. 

Descriptive Analysis 

An exploratory analysis was conducted in reference to background 
characteristics and behavioral aspects of consumerse The background 
characteristics under consideration are, as measured by the Background 
Information Sheet (Appendix B): sex, marital status, age, number of 
children, ages of children, spouse's occupation, location of residence, 
lecation of work, level of teaching, number of years teaching experience, 
and number of years university completed. The behavioral aspects of 
consumers under consideration are, as measured by the Consumer Information 
Questionnaire (Appendix C): location of purchases, motivational aspects, 
spending level, purchasing practices, consumer satisfaction, and consumer 
concerns. The consumer's highest and lowest general and clothing values 


were also used in the descriptive analysis. 


Description of Instruments 


Allport, Vernon and Lindzey's Study of Values (1%0). The Study of 


Values consists of a number of questions based upon a variety of familiar 


situations to which two alternative answers in Part I and four alternative 
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answers in Part II are provided. In all there are 120 answers, 20 of 
which refer to each of six values. The subject records his preferences 
numerically by the side of each alternative answer. The scores on each 
page are then added and the totals transcribed onto the score sheet, 

The page totals belonging to each of the six values are then summed. 

The total scores for the six columns must be corrected by making slight 
additions ox substractions as indicated on the score sheet. The correc- 
aon is made in order to equalize the popularity of the six values. 

Unlike many tests of personality, this scale aims to measure more 
than a single variable. It does not, however, measure the absolute 
strength of each of the six values, but only their “relative” strength. 

Reliability studies have been obtained for Internal Consistency by 
two methods: (i) Splite-half Reliability (the mean reliability coeffi- 
cient, using a "Z" transformation, is .90); (ii) Item Analysis (through 
successive revisions, the final item analysis shows a positive correla-~ 
tion for each item. With the total score for its value significant at 
the .01 level of confidence). Repeat reliability has been determined fox 
this measure with two populations, one after an interval of one month, 
the other after an interval of two months. The mean repeat reliability 
coefficient, using the “Z" transformation, was .89 for the one month study 
and .88 for the two month interval. 

The most direct evidence of the validity of the scale came from ex- 
amining the scores of groups whose characteristics are known. Norms ob- 
tained from various groups indicate the high and low scores correspond 
well with prior expectation. The old form of the test had extensive ex- 


ternal validations and numerous studies are considered “indirect 


validations". 
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Lapitsky's Clothing Value Measure (Appendix D) consists of two parts. 
‘ Part I comprises 30 questions concerning clothing. Two alternatives are 
given to the respondent with a three point weighting to be divided be~ 
tween the two statements. There are 10 possible comparisons using the 
five values. Part II is composed of nine situations involving clothing 
preferences. For each situation, five possible answers are given. The 
respondent rank-orders the answers to indicate his preference, 

The Allport-Vernon~Lindzey Study of Values (Allport, 1960) guided 
the development of this ere Clothing factors were classified under 
the Allport-Vernon-Lindzey definitions of “aesthetic", “economic”, 
“political“ and “social I". Since their social value did not include the 
desire for social approval and conformity in regards to clothing, a 
"Social II" category was added. 

Scoring: Part I - For each comparison, the subject distributes 3 
points between the 2 alternatives in any of the following combinations: 
303; 2-1; 1-2; 0-3. There are 10 statements for each value in the measure, 
giving a possible range of 0 to 30 for each value. Part II - Fifteen 
points are distributed among the five alternatives for each of the 9 
items. The statement most preferred is given a score of 5, the second 
most preferred is scored 4, etc. Possible range of scores for a value is 
9 to 45. A subject's score for each value is the sum of the scores for 
that value from Part I and II. 

Reliability and Validity: An absolute measure of the five values was 
pretested on 20 women, but was dropped because the results did not differ- 
entiate individuals satisfactorily. Therefore, the instrument was changed 


to measure the relative strength of the values. An item analysis was 
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computed of the responses of 28 women, using the Phi coefficient to deter- 
mine the internal consistency of both parts of the clothing values measure. 
As @ result, some questions in both parts were eliminated or revised. 


Kernaleguen*s Clothing Value Scale (Appendix E) is a forced choice 


test comprised of seven stories. Each story is a paragraph describing an 
individual with one of the seven value orientations. The stories are 
identified by the name of the woman who is described in the paragraph 
(Appendix B). All subjects were asked to rank the stories in order from 
most like themselves to least like themselves. A reliability of tau = .73 
Was established in a test-retest situation with a college age female popu- 
lation. A validity of tau = .57 resulted when the individuals were asked 
to list their values, i this ranking was correlated with the results 
fox the Clothing Value Scale (Theberge and Witter, 1975). 

Background Information Sheet (Appendix B) was devised to obtain the 
following background information on each subject: age, sex, marital 
status, number and ages of children, spouse's occupation, lecation of 
residence and work, level of teaching and number of years teaching experi-~ 
ence and university completed. 


Consumer Information Questionnaire (Appendix C) was developed by the 


researcher to obtain information concerning the following behavioral as- 
pects of consumers: location of purchases, motkvationall aspects, spending 
level, purchasing practises, consumer satisfaction and consumer concerns. 
The measure was submitted to a board of judges, instructors and graduate 
students in the socio-psychological aspects of clothing and textiles, for 
the determination of face validity. Consequently there was a number of 
minor changes in wording and question structure. The revision was again 


submitted to the board and face validity was the concensus (Appendix C). 
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Sampling Procedure’ 

A stratified, clustered, random sample consisting of 252 teachers in 
Edmonton and surrounding districts was used in this study. The sample 
was stratified by location of work with 8 teachers in each of the 3 
stratificationse Within each stratification, the sample was clustered 
according to School Board Teacher population (Table 1). 

TABLE 1 
Size and Stratification of Sample 
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Data Collection 


A brief letter of introduction (Appendix A) and a request to complete 
the five Instruments and retuxn them in the enclosed, self-addressed, 
stamped envelope was the means of data collection. Unfortunately, a mail 
strike occurred prior to receiving all data. It became necessary to 
adapt to an alternative method of collection. A letter was written and 
sent via their School Board courier service to each of the subjects for 


whom there had been no response suggesting an alternate returning method, 
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also via their School Board courier service (Appendix F). Two weeks 
later a telephone call was made to all non-respondents. The calculation 
of a test for the difference between original sample and respondents 
showed the necessity for more respondents in particular parts of the 
stratification. A number of phone calls and arrangements to pick up the 
data increased returns to equal the proportions of the original sample. 
Analysis of Date 

The data were analysed using descriptive and statistical techniques. 

The descriptive analysis involved frequency distribution and per- 
centage distribution for all variables. 

The statistical analysis included a test of proportions, an analysis 
of Hypothesis 1 (a, b) and 2 (a to f) and an analysis of the background 
characteristics and the behavioral aspects of consumers. 

Hypothesis 1 was statistically analyzed using the Canonical Correla- 
tion Analysise Canonical Correlation Analysis takes as its basic input 
two sets of variables, the General Value System (Allport, Vernon and 
Lindzey, 1960) and the Clothing Value System (Lapitzky 1961) using Social 
I as the fourth value, each of which can be given theoretical meaning as 
a set. The basic strategy of Canonical Correlation Analysis is to derive 
a linear combination from each of the sets of variables in such a way 
that the correlation between the two linear combinations is maximized. 
Many such pairs of linear combinations may be derived. These Canonical 
variants are essentially equivalent to the principle components produced 
by principle component analysis with the exception that the criterion for 
their selection has altered. Whereas both techniques produce linear 


combinations of the original variables, Canonical Analysis does so, not 
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with the object of accounting for as much variance as possible within 
one set of variables but, with the aim of accounting for a maximum 
Pane of the relationship between two sets of variables. The amount of 
correlation between each corresponding pair of Canonical variants is the 
Canonical correlation between them. Its square which is equivalent to 
the Eigenvalue represents the amount of variance in one Canonical Variant 
that is accounted for by the other Canonical Variant and vise versa. 
Hypothesis la and 1b were tested and the following calculations were 
done: Eigenvalue, Canonical Correlation, Wilk S. Lamda, Chi Square and 
the Probability Level. 

The statistical analysis of Hypothesis 2 (a to f) involved a number 
of statistical measures according to the level of measurement of each 
variable. An analysis of variance was used with nominal variables and a 
Pearson eacatited el Cyt Correlation Coefficient was used for interval 
Variables. For both the Analysis of Variance and the Pearson Correlation 
Coefficient, the degree of correlation between the general value system 
and clothing value system (Lapitzky 1961) was used at the interval level. 
With ordinal variables, a Spearman Kendal Rank-order correlation was used. 
In this case the degree of correlations between the general and clothing 
values were grouped into 6 categories (Table 2) from lowest to highest 


degree of correlation and were used at the ordinal level. 
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TABLE 2 
Categories of Correlation between 


General and Clothing Values 


a @ Negative e 7000 - ue oe 999 
ee 03000 = .6999 and 1.3000 - 1.6999 
Ba a 00000 - .2999 and 1.7000 - 2.000 


lL. Positive 20000 


20999 and 1.7000 = 2.000 


5, 0 03000 = .6999 and 1.3000 - 1.6999 
1.2999 
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One final objective of this study included a descriptive analysis 
of the behavicral aspects of consumers which were measured by the 
Consumer Information Questionnaire (Appendix C) and background character- 
istics of consumers as measured by the Background Information Sheet 
(Appendix B) and the highest and lowest general and clothing values of 
the consumers. After examining the distribution of each of the variables, 
sets of relationships were investigated through contingency table analysis 
and cross tabulation. The significance level of P .05 was used through- 


out this study and is marked with an asterik (*). 
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CHAPTER IV 
FINDINGS 

Descriptive and statistical analysis of the data will be presented 
in this chapter. Description of Sample, Test of Proportions, Hypothesis 1, 
Hypothesis 2, Statistical Analysis of Behavioral Aspects of Consumers 
will be used for sub headings in this chapter. 
Description of Sample 

Consumers selected for this study are teachers working in Edmonton 
and surrounding districts. Pear mental information of sex, marital status, 
number and ages of children, spouse's occupation, place of residence, 
Place of work, level of experience and training of teacher, is tabulated 
in Table 3. Fifty-seven decimal six percent of the sample was female and 
42.4% wera male. Eighty-two decimal two pereent of the consumers were 
married and 14.4% were single. The age of the consumers in the sample 
| ranged from 20 years old to 65 years old. The mean age was 36.6, Thirty- 
eight decimal one percent had no children, and 20% of those with children 
had children aged 5 or less, 41% had children aged 6-17, and 22% had 
children aged 18 or over. Background information revealed the spouse's 
occupation in 15.3% of the cases was also teaching, and in 14.4% the 
spouse Was also in a professional and technical occupation other than 
teaching. In 16.9% of the cases the spouse’s occupation was stated as a 
housewife, Fifty-three decimal four percent of the sample reside in 
urban or suburban areas, while 41.5% of the sample teach in urban or 
suburban areas. Of the teachexs in the sample 40.7% teach elementary 
school, 19.5% junior high, and 20.8% senior high. Twenty-five percent 


of the teachers in the sample have taught 4 years or less and 26% have 
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taught between 5 and 9 yearse One person in the sample has taught for 
44 years. The mean number of years taught is 10.6. All teachers in the 
eaupie have completed between 2 and 8 years of university; the highest 
percent being 49.2% of the teachers have completed 4 years of university. 
The mean number of years university completed was 4.6. According to the 
average number of years taught and the average number of years university 
the mean annual salary of the sample is $18,400. 
TABLE 3 


Description of Sample 


BACKGROUND . FREQUENCY ob 
CHARACTERISTICS DISTRIBUTION | DISTRIBUTION 


Male 

Female 
Marital Status Single 

Married 


Divorced 
Widow(er) 
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Table 3. Continued 


BACKGROUND FREQUENCY % 
CHARACTERISTICS DISTRIBUTION DISTRIBUTION 


Noe of Children 3601 


0 45 

y 16 1326 
a 2a 17.8 
5 19 toy 
A 12 10.2 
5 2 1.7 
6 fA ly 
7 1h 8 


5 or less 
6-17 
18 and over 


Ages of Children 


Spouse*s Occue Managerial 
pation 


Profession « Technical 


(othex than teaching) 17, 14 44 
Teacher 18 15-3 
Clerical a 509 
Sales 5 4.2 
Service & Recreational 3 205 
Transportation & 

Communication 1 ao 
Loggers & Related Work 1 08 
Minexs & Related Work BA «8 
Craftsmen & Related Work 7 59 
Housewife | 20 16.9 


Location of Residence 
Rural 


Urban & Suburban 
Exurban 
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Table 3. Continued 


BACKGROUND FREQUENCY } 


CHARACTERISTICS DISTRIBUTION DISTRIBUTION 
Location of Work | Rural 22 
Uxban & Suburban 4g 
Exurban Ady 
Level of Blementary 48 40.7 
Teaching Junior High 23 19.5 
Senior High Ww 2828 
Elementary & Jr. High i 25 
Junior & Senior High 7 509 
Non-response ze Ley 
No. Years 30 25 lt 
erent 31 26.3 
Za 17.8 
15 Warts 
tl 5.8 
10 8.4 
4 303 
No. Years 2 b) 205 
University - 3 5 42 
rT 58 N92 
5 eeu 2307 
6 17 LHe 
7 2 1e7 
8 


4 304 
Test of Proportions 
There was a 46.8% response from the original sample (Table 4). 
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TABLE 4 


Response 


St.Albert 
Sherwood Park 


A Test of Proportions (Walpole, 199) was used to determine if the 
clusters within each stratification were significantly different from 
the original random sampel. The "Z" was calculated in each case and the 
results are shown in Table 5. 

TABLE 5 


Testing the Difference Between Two Proportions 


EePeS.B. 
BeSsS.Be 

Ste Albert 
Sherwood Park 


Strathcona 


The calculated "Z" in each case was outside the critical region (Critical 
Region is Z>1.96). It was then concluded (with a .025 level of signi- 
ficance) that the proportion is the same in each category as the original 


sample « 


Hypothesis 1 
A significant positive correlation was found to exist between 
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General Values as measured by Allport, Vernon, and Lindzey's Study of 
Values and Clothing Value System as measured by Lapitzky's Modified 
Clothing Value Test. (Hypothesis #la) 

No significant correlation was found to exist between General Values 
and Kernaleguen‘s Clothing Value Scale (Hypothesis #1b). Results of 
Hypotheses la and 1b appear in Table 6. 

TABLE 6 
Canonical Correlation between 


General and Clothing Values 


Allport, Vernon & Lindzey’s General Values with: | 
CANONICAL PROBABILITY 
EIGEN VALUE} CQRRELATION LEVEL 


LAPITZKY (SOC. 1) 


LAPITZKY (SOC. II) 
KERNALEGUEN 
KERNALEGUEN (SELF) 


Hypothesis 2 

A significant correlation was found to exist between the degree of 
association between General Values and Clothing Values (using Lapitzky's 
Clothing Value Scale) with the time spend travelling between home and a 
clothing store (Hypothesis 2a) and with the spending level (Hypothesis 2c) 
for six clothing items. Results using the Pearson Correlation Coefficient 


appear in Table 7. 
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TABLE 7 
Correlation Coefficient Between General 


and Clothing Values with Interval Variables 


(Pearson Correlation Coefficient) 


DESCRIPTION 
Time Travelling between Work/Home 00257 
Time Travelling between Work/Store} .0111 
Time Travelling between Home/Storel .1721 


No. Times a month, Work/Home -.0929 
No. Times a month, Work/Store 60747 
No. Times a month, Home/Store ~.1281 
Maxe Price Suit or Party Dress 01398 
Maxe Price Sports Coat or 

Summer Coat 2287 
Max. Price Dress Pants or Skirt 20240 
Maxe Price Casual Pants/Slacks 2402 
Maxe Price of Shirt or Blouse 01877 
Maxe Price of Sweater PLL ZL 
Maxe Price of Winter Jacket = .CO40 
Maxe Price of Winter Coat 01139 
Max. Price of Underwear 09705 


Min. Price of Suit or Party Dress 02364 


Min. Price of Sports Coat or 
Summer Coat 01959 


Min. Price of Dress Pants/Skirt = 0364 
Min. Price of Casual Pants/Slacks 01555 


Mine Price of Shirt or Blouse 20799 
Min. Price of Sweater = 0106 
Mine Price of Winter Jacket 01278 
Min. Price of Winter Coat 00523 


Min. Price of Underwear 20074 


Price of Last Suit or Party Dress 
Purchased 01757 
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ORRELATION | SIGNIFICANCE 


ORFF ICIENT ler 


0.392 
0.455 
0.037 * 
0.162 
0.265 
0.692 


0.089 


0.015 * 
0.410 
0.010 * 
0,031 * 
0.133 
0.485 
0.144 
0.244 
0.019 * 


0.048 * 
0.374 
0.086 
0.236 
0.463 
0.244 
0.328 
0.474 


0.042 * 
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Table 7. Continued 


HYFOTHESIS VARIABLE CORRELATION | SIGNIFICANCE 
H DESCRIPTION } CORFFICI“ENT | LEVEL 


Price of Last Sport Coat or 


Summer Coat Purchased 


Price of Last Dress Pants or 
Skirt Purchased 


Hypothesis (2f) was confirmed for two Consumer Concerns. A signi- 
ficant correlation was found to exist between the degree of association 
between General Values and Clothing Values (using Lapitzky’s Clothing 
Value Scale) and two Consumer Concerns: care labelling and quality of 
fabric. Results using the Spearman Correlation Coefficient appear in 
Table 8. 

TABLE 8 


Correlation Coefficient Between General 
and Clothing Values (used at Ordinal Level) 
with Ordinal Level Variables 
(Spearman Correlation Coefficient) 


LEVEL OF 
SIGNIFICANCE 


VARI= DESCRIPTION ASSOCIATION 
ABLE 


HYPOTHESIS 


Spouse's Reaction to Clothing 


Purchases 0248 
Frequency unable to go to a 

clothing sale 0129 
% of income budgeted for clothing 0358 
Frequency of clothes shopping 0290 
Perception of the Frequency of 

Clothes Shopping Sp Gil 
Feelings about Clothes Purchases oy 


Feelings about Clothes Shopping 
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Table 8. Continued 


DESCRIPTION 


Rank of Care Labelling as a 
Consumer Concern 


Rank of Sizing as a Consumer 
Concern 


Rank of Construction as a 
Consumer Concern 


Rank of Advertising as a 
Consumer Concern 


Rank of Quality of Fabric as 


a Consumer Concern 


Rank of Flammability as a 
Consumer Concern 


Rank of Cost as a Consumer 
Concern 


Rank of Fit as a Consumer 
Concern 


Rank of Style as a Consumer 
Concern 


Rank of Appropriateness as a 
Consumer Concern 


Additional Consumer Concerns 


An analysis of variance revealed no significant correlation between 
the degree of association between General Values and Clothing Values and 
the behavioral aspects a to e (nominal level). The results are shown in 


Table 9. 
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TABLE 9 
Relationship Between General Value System 
and Clothing Value System with Specific 
Behavioral Aspects (Analysis of Variance) 


HYPO~ BEHAVIORAL SIGNIFICANCE 


ASPECTS LEVEL 
Retail Store where most clothes 
are purchased 0.148 
Locality where most clothes are 
purchased 0.764 
Who shopped with lst mentioned 0.489 
Who shopped with 2nd mentioned 0.603 
Why unable to go to clothes sales 0.257 
Do they have a clothing budget 0.617 
% of income budgeted for clothing 0.873 
Action when over clothing budget | 5.44 0.069 
Means of transportation 0.071 
Day of week-clothes shopping 0.542 
Time of day-clothing shopping 0.501 
How specific an idea when 
clothes shopping 0.743 
Method of purchasing 0.237 
Action when dissatisfied with 
clothes purchase 0.461 
Dissatisfaction in clothes pur- 
chase usually result of 0.314 
Other dissatisfaction with clothes 4.515 0.127 


Analysis of Behavioral Aspect of Consumers 


Each of the behavioral aspects of the consumers (location of pur- 


chase, motivational aspects, spending level, purchasing practices, con- 


sumer satisfaction, and consumer concerns) were analysed in relation to 


background characteristics and the highest and lowest general and clothing 
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values. Sets of relationships were determined through contingency table 
analysis and cross tabulations. The sets of relationships involving: 
igecetoit of purchase appear in Table 14 (Appendix G); motivational as-~ 
pects appear in Table 15 (Appendix G); spending level appear in Table 16 
(Appendix G); purchasing practices appear in Table 17 (Appendix G); con- 
sumer satisfaction appear in Table 18 (Appendix G); and consumer con- 
cerns appear in Table 19 (Appendix G). Each set of relationships which 
was found to be significant has been presented in conjunction with the 


appropriate measure of association in Table 10. 
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CHAPTER V 


DISCUSSION AND INTERPRETATION OF RESULTS 


Description of Sample 

The greatest proportion of the sample was married with both husband 
and wife working and with no children. The sample therefore, is above 
average in terms of money available to spend in the ene In gen~ 
eral, the sample is relatively young and well educated. 
Hypothesis 1 

The null form of hypothesis la was rejected, therefore a significant 
positive correlation was found to exist between General Values and 
Lapitzky‘s Clothing Values but it was only a moderate correlation. The 
correlation between General Values and Kernaleguen's Clothing Values was 
not significant. The different results could partially be attributed to 
the fact that Lapitzky's measure was based on the Allport, Vernon, & 
Lindzey's Seale of Values but Kernaleguen's Scale was not. Another pos- 
sible reason for lack of significance between General and Clothing 
Values using Kernaleguen‘s measure may be the use of all female names in 
a measure being administered to a mixed population. 
Hypothesis 2 

The null form of hypothesis lb was rejected, therefore a significant 
positive correlation was found to exist between the degree of association 
between General Values and Clothing Values and spending level. The high- 
er the correlation between General and Clothing Values, the higher was 
the maximum price spent for a sports coat or a summer coat, casual pants 
or slacks and a shirt or blouse. The higher the correlation between 


General and Clothing Values, the higher the minimum price one would spend 
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for a suit or party dress, a sports coat or summer coat and also the 
higher was the price of the last suit or party dress purchased. The 
above correlations vere only slight, ranging from .176 to .240. 

A high degree of recall by the subjects was necessary to provide the 
information with regards to spending level. Significant results with re- 
gard to. the major purchases but not with regard to the minor purchases 
could possibly be attributed to the subject's ability to recall, i.e. 
major purchases would be more readily recalled. There were many items 
involved in the price recall. This may have led to carelessness on be=- 
half of the subject. The validity of this information may be questioned 
due to an inflation factor particularly in the section concerned with the 
price of the last specific garment purchasese An amount spent this year 
could mean something very different than an equal amount spent ten or 
five or even one year ago. The above results indicate the importance of 
spending level as a behavioral aspect which should be considered when 
developing an understanding of consumer behavior and value orientation. 

The null form of hypothesis 2f was rejected. A significant correla- 
tion was found to exist between the degree of association between General 
and Clothing Values and two consumer concernss care labelling and the 
quality of fabric. The higher the correlation between General and Cloth-= 
ing Values, the higher concern for care Yapeliine and quality of fabric. 

According to the Cognitive Dissonance Theory, an individual may 
avoid or discount stimuli which cause tension or disequilibrium. Perhaps 
extra information such as care labelling and fabric quality causes ten- 
sion or disequilibrium for the consumers with low correlation between 


general and clothing values. The consumer with high correlation between 
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general and clothing values however, may not feel tension as the result 
of such information therefore could allow the stimuli to penetrate and 
still maintain an equilibrium. 
Analysis of Behavioral Aspects of Consumers 

_ Location There was a very slight positive significant correlation 
between the localities in which a person shops for clothes and lives. 
Ease of mobility, public transportation and the ownership of vehicles are 
factors which enable consumers to shop beyond their immediate locality. 
The consumers in this study work in schools which usually are not in the 
same locality as those in which they reside. This could be another rea- 
son for the low correlation between the localities in which a person 
shops and lives. 

Motivational Aspects The presence of another person when one is 
shopping for clothes can influence consumer behavior. Approximately half 
of ths consumers in this sample shop with someone else when clothes shop= 
ping. This other person is usually a spouse and occasionally a female 
friend or children. Twice as many females shop alone as males and ap= 
proximately twice as many males shop with their spouses compared to 
females. Females more frequently shop with a female friend, mother, 


sister, or children (Table 11). 
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TABLE 11 
Presence of Another Person When Clothes Shopping 
in Terms of Sex 


SEX 


MALE FEMALE TOTAL 


: | Frequency | Percent | Frequency | Percent | Row Row 
Whon They Distribue | Distrie- | Distribu- | Distri- | Total Percent 
Shop With tion bution tion bution 
Alone 21 42 538 
Spouse 26 12 25 
Female Friend 2 5 6.0 
Mother Q 1 09 
Sister 0 nt 0.9 
Children 6 6.0 

TOTAL 50 4207 gD 100.0 
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Using Chi Square, the Significance Level = .905. 

This is in agreement with Davis and Rigaux's findings (1974) that 
most male clothing purchasing decisions were predominantly female or 
joint decisions, while female clothing purchases were predominantiy 
female e 

The second mentioned person with whom the subject shops for clothes 
was either the spouse, sister or children. In 60% of the cases the 
second mentioned was the children and in all these cases their lowest 
Clothing Value (Kernaleguen 1971) was social leadership. 

Most of the consumers (41.5%) reported window shopping as the 
greatest influence on their purchases and 80% of these consumers had 
social leadership as their lowest clothing value (Kernaleguen 1971). 


Window shopping was most influential with rural and exurban and urban 
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residents while newspaper and magazine advertisements followed. The 
television advertisements were reported to have the least influence on 
Glethihe purchases. 

When the consumers in the sample heard or read of a clothing sale 
and circumstances are such that they are able to go, 50% of them would 
make a point of going and seeing what there is, 25% would go only if 
there was a need and it was convenient to go, and 22% would ignore the 
sale. According to their highest clothing value on the Kernaleguen 
Scale, the largest group of consumers, that is 40% of the consumers, who 
would ignore the sale had economic as their highest Clothing Value. For 
the consumers who vould make a point of going to the sale rather than 
ignore it, the high clothing value was Psychological Comfort and the 
next was Social Acceptance (Table 12). Possibly, when the economic con- 
sumer avoids the sale it is their way of saving money. The consumer who 
values the psychological comfort of clothing or the social acceptance 
aspect of clothing is, however, influenced by the advertisement and goes 
where the crowds are. Perhaps they are in search of quick and immediate 


satisfaction. 
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TABLE 12 
Reaction To A Sale in Terms 
of High Clothing Value 
(Kernaleguen, 1971) 


Reaction When Hear of a Sale 


Lenore Make a Point of Going Total 


High Frequency | Percent | Frequency Percent |- 
Clothing Distribu- | Distri- |Distribu- Distri- | Row Percent 
Value tion butien | tion bution Total | Total 
Economic 9 12.0 aS 22 2903 
Aesthetic 2 2e7 14 16 21.4 
Social 

Leadership i 1.3 07 af BS) 
Social 

Acceptance 5 Gai 8 13 1763 
Self 

Expression 0 0.0 at 163 uf BAS: 
Physical 

Comfort 4 5-3 4 503 & 10.7 
Psychological 

Confort 2 Ler 12 16.0 14 sory) 

TOTAL 23 3067 52 6903 1S) 100.00 


Ging Chi Square, the Level of Significance = .035. 

When consumers were asked why they miss clothing sales, 45% reported 
missing them because they were too busy to go and 12% were just not in- 
terested. Most of the consumers who were too busy to go to a sale had 
their highest clothing value as aesthetic. 


Purchasing Practises The usual means of transportation for clothes 


shopping is the car in 96.6% of the cases. In families where both hus- 
band and wife are teachers it was found that usually the car would be the 
Means of transportation while 5.6% will take the bus and 5.6% would walk 


to the store. The day preferred for shopping by 537% of the teachers 
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in the sample was Saturday and 28% preferred Thursdays. There was only _ 
a slight correlation with the level of teaching and the day preferred to 
shope Elementary. teachers had a slightly higher puceerenae for Saturday 
than Junior and Senior High ee cies 

Forty percent of the consumers in this study chose cash as the pref- 
erential form of purchasing clothing. Contrary to the “cash-less" 
society concept cash was the most frequently preferred method. Cheques 
are used by 24% and Charge Accounts by 22% of the consumers to purchase 
clothing. These results are supported by findings of Schleede (1974) in 
which it was found that 49% of the women in the study never use credit 
for personal clothing purchases. In this study, there was a significant 
correlation between method of purchasing clothes and the consumers low 
clothing value on the Kernaleguen Scale. When the low Clothing Value was 
social leadership, cash was the ustial method of purchasing clothes. When 
self expression was the low clothing value, cheque was the usual method 


of purchasing clothes (Table 13). 


ylne aa erent, peer voxel 
ot heaton all itil ba yhddowot 3 ty Lav 
 eotenansa® 10h sommmatbont reoutigitid oti 


borg ait ai dees sua ete alta 
“onal afte” “elt of vvslenened pe 


a 


eid lid seen vere or via He 5 


Awt 


ene outa’ ihtta waht oat andl. ‘sole 


reid ot rg bao iba i ga 
bg dint Conde wick aw made ieee uae ote 


es iS y or ' £ 
‘ i | : Le % hh sh 
i a eae = : eats i as 
Ey J af =| : : is 
I - ae ® ia }, 
ht se 
ron A 20 ae a » 
ii e : 
4 , -_ Phy | 
+ : 
Lt ‘ y j 
eo 
4 | 
+ . 7 
j t ” 
: b. ay 
j é 
BD or 
e 
; ai ter wae 
4 Lf 7 
: : , 4. a 4. 
7 1 
& 5 
: ; : 
. 1 an het) ad 


Goo® = eaveoTsTUsTS Jo TeaeT oyz ‘erenbs JUD FuTsSy 


6°22 He 9°S2 CAA o° on On 

0°0 fo) Sher a g°S S 

0°0 0 oT T G°e € 

9°47 ty €°Z Z (Ae 25 uoyssezdxa FTSS 

9°n 47 o°e Ss 9° ty eouezydeososy TeyToos 

€°9T qT T°ST €t T°62 C2 dyusiepesy Tepoos 

0°0O 0 ot cf Am § t SFPSUASSY 

€°Z @ [= 0°o 0 eae iE ae oue 
uoyynq | | wor? | uoT4Nd UOT? | voT3nq uoTal ONTeA 
“FA9STA | mTQTTUSTG | -FLISTd | -NqyzySTd | -fFS3STG nq yeasta BUTYYOTH 
queozeg | Aousnbozy | quecaxey | Aouenbory | yusoreg fouenbad a MO'T 


enbdeuy qunosSy eSreuyg yseg 


BuTssucangy Jo pouray 


(tZ6T ‘Usnsefeursy) enTeA SuTYPOTO HoT Jo Suze UT SuyseyoIng FO pourzs}{ 
| €T S1aVL 


| | g * ; 


W 


i 
OYA F; 


9 . 
A 


ee 


7 Se ae 


beta 


PS 
er ; 


57 


Consumer Concerns Gonsumer concerns such as sizing, construction, 


advertising, quality of fabric and cost were significantly but only 
slightly correlated with level of teaching. Quality of fabric and cost 
were usually rated as the highest concerns. Quality of fabric tended to 
be more important to elementary teachers and cost was a greater concern 
to Junior and Senior High teachers. Perhaps elementary teachers are more 
often confronted with a situation of children’s clothing wearing out, 
hence a concern for the quality fabric. The junior and senior high 
school student tend to discard clothing items as soon as the fad or style 
changes and possibly accounts for a greater concern by junior and senior 
high school teachers for cost of clothing. Advertising was generally 


ranked as a minor consumer concerne 
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CHAPTER VI 


SUMMARY, GENERAL DISCUSSION AND RECOMMENDATIONS 

Summary 

The purpose of this study was to answer two questions, "Does a 
relationship exist between general values and clothing values?“ and 
How does this relationship relate to behavioral aspects of consumers?" 
In consideration of past research (Lapitzky 1961, CGreekmore 1963, | 
Finlayson 1959, Dowdeswell 1962) and results of this study, it is con- 
cluded that a moderate positive relationship does exist between general 
values and clothing values. The degree of association between general 
and clcething values was significantly related to spending level and the 
following twe consumer concerns: quality of fabric and care labelling. 

The sample consisted of 118 teachers in Edmonton and surrounding 
districts. To each of these consumers, a questionnaire bundle was 
mailed includings Allport, Vernon and Lindzey's Study of Valves; 
Lapitcky's Medified Clothing Value Scale; Kernaleguen's Clothing Value 
Scale; a Background Information Sheet and a Consumer Information 
Questionnaire. 


General Discussion 


The Nicosia (1966) model of consumer decision-making incorporates 
the view of consumer behavior as a complex dynamic interplay among prod~ 
uct attributes, consumer attributes and external influences. Such a 
complexity of consumer behavior necessitated a breakdown into component 
parts for the purpose of analysis in order to identify possible contrib- 
uting aspects. The behavior under consideration was clothes purchasing 


by a teacher consumer population. The consumer attribute investigated 
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were the general and clothing value systems. The external influences 
which were considered weres location, motivation, spending level, pur- 
Shashi practises, consumer satisfaction and consumer concernse Each 
relevant external influence will be discussed and then the value system 
as a general and specific heirarchical organization and the relationship 
between: them will be reviewed. 

All activities of a consumer are subject to environmental influences. 
The location in which a person lives influences the location in which he 
will shop for clothing. Since half of the consumers in this study shop 
for clothes with someone else, it would be interesting to obtain more in= 
formation about this other person and to analyse the extent of his in- 
fluence on purchasing behavior. Twice as many men shop for othe. with 
their spcuses as women do and women ter’ to shop with a female friend ox 
relative. Davis and Rigaux's (1974) studies support this finding and ing. 
dicate that decisions regarding wife’s and children’s clothing were wife 
dominant but decisions regarding men’s clothing showed variability in 
role concensus. It appears that wives have an imput into women*s clothe 
ing decisions. Perhaps this. is why twice as many men as women shop for 
clothing with their spouses. Future research, therefore should use both 
husband and wife in the sample to get a more accurate overall indication 
of the situation. Ferber and Lee (1974) have indicated that the inter- . 
relationship between members of a couple and family decision-making be 
considered in seeking a better explanation of consumer behavior. 

The most effective promotional devices which influenced the consum- 
ers in this study were window displays and clothes sales. Why then do 


many stores spend a thousand dollars for a page of advertising in the 
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newspaper or five hundred dollars for a minute of television time? 
Possibly, television and newspaper advertisements are not designed to 
make an immediate impact on the consumer but rather to have a long range 
effect on their marketing behavior. Such indirect means of advertisement 
would not as likely be recalled as the more direct promotional devices 
as was the case in this sample of consumers. 

Consumers were asked to indicate the maximum and minimum price they 
" would pay for ten clothing items. In addition they were asked to recall 
the most recent purchase price for each of these ten items. It appeared 
that consumers had difficulty recalling tne prices, therefore it is sug- 
gested that observation techniques or record-keeping may be more accurate 
means of obtaining this information. The amounts spent would then be 
more meaningful and comparable as the observation could be made during a 
brief time period, and thereby reduce the inflationary factor. 

Only 22% of the consumers in this study reported the use of credit 
cards when buying clothes. It appears that our society is not yet a 
"“cash-less" societye In a study by Schleede (1974) it was found that 
ho~ of the women had never used credit for personal clothing purchases. 

A study is required to investigate the use of credit for consumer goods 
to determine if this finding is a general market situation. An on-going 
study would indicate the trend towards or away from a “cash-less" society. 

Quality of fabric and cost were usually rated as the highest consumer 
concerns. In times of inflation it seems very natural for consumers to 
be concerned about cost. When an individual must pay high prices for 
clothing, it would be expected that he would expect high quality. It 
therefore, seems Logical that consumers were concerned about cost and 


quality of fabric. 
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An analysis of action is an analysis of how the individual's narket~ 
ing behavior is determined (Arndt, 1968). Any bit ef action is deter~ 
Iained on one hand by the total makeup of the person at the moment and on 
the other hand, by the total situations in which he finds himself. This 
relationship is represented as a product ef factors in the individual 
and factors in the situation. Therefore, when an analysis of action is 
conducted with consumer clothes buying behavior it is important to look 
not only at the general value system of the consumer but also to consider 
the values specific to the situation, in this case clothing values. Only 
then is the researcher analysing the situation and the personal factors 
at the moment as suggested by Arndt. 

Behavior is influenced by the value system hierarchy (Allport, 
Vernon, Iindzey, 1960). The individual uses this value hierarchy for 
making choices and resolving conflicts (Rokeach, 1968). Such a view is 
supported by this study and studies by Greiger (1947), Kluckhohn (1956), 
Murray (1938) and Rogers (1962). It seems the importance not only of an 
individual's general value hierarchy be stressed, but also that their 
"situation specific value hierarchy" be considered. Value studies, 
therefore, should not limit their scope to general values but consider 
the situational and personal factors at the moment by the inclusion of 
specific value hierarchy analysis. Most past studies have made the mis- 
take of using the value scales as interval scales. All value scales 
currently available are ordinal scales and can only be used as a rank 
ordering of the values if the results are to be valid and meaningful. 


It 4s therefore highly recommended that futuxe studies in the area of 


values use these scales as ordinal scales. 
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A positive correlation was found to exist between the general and 
clothing value systems of the consumers in this study. This correlation 
between general and clething values is an example of one situation where 
the general and specific values are correlated. The question left to 
other researchers is "Do specific values other than clothing values also 
correlate with general values?” 

It is interesting to note that the correlation between general and 
clothing values is only a moderate correlation. The results indicate 
that these consumers vary in the degree of association between general 
and clothing values. According to Combs and Snygg (1959), degree of 
clarity with thatch values ave perceived are values most likely to in- 
fluence behavior if they are clearly perceived. One is intuitively lead 
to believe that when tha general and clothing values are similar, they 
are easier to perceive and hence more likely to influence behavior. 

It was found that the higher the degree of association between gen- 
eral and clothing values, the more time they would spend travelling from 
home to the clothing store, the more they were willing to spend on cloth- 
ing, and the more concerned they were about care-labelling and quality 
of fabric. 

Consumers with a high degree of association between the general and 
clothing value systems were more willing to travel a greater distance 
possibly because they were more sure of what they want and need. 
Converse (1947) found that consumers will travel further for fashion 
goods such as clothing items than for food, drugs, bulk goods or service 
goods. Future research could investigate this matter further. Do in- 


dividuals with a high degree of association between general and clothing 
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values also travel further than other consumers for items Sede 
fashion goods? Do these consumers have a high degree of association 
between general and specific values other than clothing values? 

The higher the degree of association between general valves and 
clothing values, the more the consumer was willing to spend ons: a 
sports coat or summer coat, casual pants or slacks, shirt or blouse and 
a suit ox a party dress. Possibly the similar general and clothing 
values provided for a confidence in their decisions to purchase these 
items and hence a willingness to spend more on them. Perhaps these con- 
sumers have more money available to spend on ciothing. Research is 
needed to investigate this area and obtain information with regards to 
actual income from all sources and to determine whether the consumers 
with a high degree of association between general and clothing values 
are in fact consumers with more money to spend on clothes. Will these 
consumers alse spend more on other items such as food, drugs, cars, etc.? 

Findings of this study also indicated that consumers with a high 
correlation between general and clothing values were more concerned 
about care-labelling and quality of fabric. It must be noted that con= 
sumers With this high correlation between general and clothing values 
were also willing to spend more on particular clothing items, as pre=- 
viously explained. It seems logical that consumers who are spending 
more on clothing items would expect more for their money. These expecta~ 
tions appear to be good fabric quality and care-labelling. Likewise 
these findings may indicate that consumers with a high degree of associ- 
ation between general and clothing values have a clearer perception of 


their values when shopping for clothes. Such consumers then collect 
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information such as care labelling and quality in support of their per- 
ceptions. Then, there appears to be an impact on their behavior. these 
consumers were Willing to spend more on clothing. Is this also true in 
other marketing situations, fox example the purchasing of jewellery, 
food, automobiles, musical instruments or other consumer goods? The 
previously reviewed findings generally support the theoretical framework 

based on the studies by Klukholn (1956), Murray (1938), Rogers (1962) 

and Rokeach (1968) who indicate that values are rank order entities which 

guide man’s behaviox in life. But more specifically, the findings sup- 
port studies by Combs and Snyge (1959). Values differ greatly in the 
degree of clarity with which they are perceived; those values which are 
precise in the individuals exe most likely to influence behavior. 

Recommendations 

On the basis of this study, a number of recommendations for further 
xesearch were formulated: 

1. A reliable instrument should be developed or existing instruments 
should be modified to establish a measure of male clothing values 
and male clothing consumption patterns. 

2. More research is necessary to determine “why” there is only a moder- 
ate correlation between General and Clothing Values. Perhaps case 
studies and record keeping or observation techniques would provide 
insight into this area. 

3. A longitudinal study evaluating clothing values would be helpful in 
determining if values are relatively stable over time. 

4. Measures of spending level should be related to a specific time or 


at least take into consideration inflation level in order to he 
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nore neaningful and should include information with regards to in- 
come from all sources. 

The degree of correlation between General Values and Clothing Values 
is meaningful and relevant to specific behavioral aspects of con- 
sumerse In consideration of the breadth of such a topic and the 
lack of information, research is required in this area. 

The use of the Canonical Correlation is recommended for other be- 
havior and consumer behavior investigations. 

The degree of correlation bstween the rank order of each general 
value with each clothing value should be investigated in terms of 
consumer peters For example, a consumer who ranks economic as 
second on both the general and clothing value scale may behave quite 
differently than the consumer who ranks economic second on one scale 
and fourth on the other. 

Continued exploration is recommended for the following aspecis of 
consumer behavior in the manner suggested previously in the general 
discussion: location, motivation, spending level, purchasing 
practises and consumer concernse 

A similar study is recommended with other occupation samples, specif- 
ic age samples and a single (non-married) population. Such would 
produce a more reliable cross sample of consumers and enable gen- 


eralizations to a larger population. 


wht Die ‘ita a nese ‘to donot: aay 1 
eal ek aerate 


coon pencktin ght betaine we ales ¥ taokoa 
Lasiontery dame! 20 waht Soars’ oi tones rota 
ter aaa adh tats ton at oad tan 


se a a a a tg a 
oe es "OO aE meena ave 


y a y aie Tn i: ‘ ; 
a. 4 rie a yn eat ~ gn ” m.. Ay é 
: : bo al a : : wy 


ie »= { : a, 
5 Lite, ce wn - : aay) s by ae 
ever 2 Ge A ae ae te > agi ee wee MAE Poe 


66 


BIBLIOGRAPHY 
Allport, Ge We, Vernon, P. E. & Lindzey, G. A. Study of Values: A 
scale for measuring the dominant interests in personality (re-ed.). 
Boston: Houghton Mifflin Company, 1960. — 


Altpeter, B. K. An investigation of consumer behavior in clothing as 


related to clothing values. Unpublished master's thesis, Cornell 


University, Ithaca, New York, 1963. 

Arndt, J. Insights Into Consumer Behavior. Boston: Allyn & Bacon Inc., 
1968. 

Bradlyn, Be Je An exploratory study of some factors affecting disuse of 
clothing among two groups of women college graduates. Unpublished 
thesis, University of California, 1965. 

Britt, S. H. Consumer behavior in theory and in action. New Yorks John 
Wiley and Sons Inc., 1970. 


Browz, Ae G. Acceptance of current male fashions as related to general 


values and clothing attitudes by faculty men and male college 
students. Unpublished master's thesis, Texas Tech University, 1973. 


Combs, H. & Snygg, D. Individual Behavior, A Perceptual Approach to 
Behavior (2nd ede). New York: Harper & Row, 1959. 
Converse, P. D. Factors determining retail shopping preferences. 


Sun's Reviews, 1947, 556 


Creekmore, Ao M. Clothing behaviors and their relations to general 


values and to the striving for basic needs. Unpublished doctoral 
dissertation, The Pennsylvania State University, 1963. 


Crown, Be Consumer Perception - Acceptance of Color Change in Fabrics. 


Canadian Textile Journal, June, 1975. 


+e oe : al 
z FR G4  Biag ‘ 
AF NEE Baie ase ame | fe 


AE nasi «illo onckgee ha eh GeO 
peck A OME a saul atch 


a hie 
ilies 


I | \ r 1 
12. 40.08 a fen ioe, " 4 BAO : " Pe ‘ With a ae 
Ban vad deh toegett?:, b+. uf : : Ey a a ; ; BT re Y ) ay S sp 


Rh am tan wo Gui, bas) saad ae : 
ening aE Shee mens is jer 


res ay ‘ ae 1h Boss. “ . _ < - \ ve ; 14 
ae By ' ; nee ; ae re ; 
si ' f 
ri ¥ ry > 


C3@k Wiszeviel esase atasvinennot ‘tut uostadronate h - 
> 5 eimckade'h axe spnae soled Yo Lent tia - nettqeomnt MaoRioO .& es 


i Tee stir, gaye jn agonal 


67 


Davis, H. Le, Rigaux, B. P. Perception of Marital Roles in Decision 
Processes. Journal of Consumer Research, 1974, 1, pe SH. 

Day, Re tits & Ness, T. E. Marketing Models Behavioral Science Applications. 
New Yorks International Textbook Company, 1971. 


_ Dowdesweil, V. Inferred values of clothing related to adjustment amon 


pregnant women. Unpublished master's thesis, Utah State University, 
1972 | 

Engel, J. Fe Consumer Behaviors: Selected Readings (2nd ed.). New Yorks 
American Marketing Assoc., 1971. 


Ferber, R. Family Decision=Making & Economic Benavior, Philadelphias 


Je Be Lippincott Co., 1973. 
Ferber, R. & Lee, Le C. Husband-Wife Influence in Family Purchasing 


Behavior. Journal of Consumer Research, 1974, 1, pe 50. 


on 


Finlayson, B. An investigation of consumer motivation in the selection 


of sweaters as related _to general personal values. Unpublished 


master's thesis, Cornell University, Ithaca, 1959. 


Frank, Re E. Marketing Segmentation Research: Findings and Implications. 
New York: John Wiley & Sons Ince, 1968, p. 39-68. 


Greiger, Ge Philosophy & The Social Order. Boston: Houghton Mifflen, 
1947.6 

Haines, G. H., and Associates. Consumer Information Processing: The 
Case of eaasiite Clothing. Paper presented at the Amexican Marketing 
Association Fall Conference, Marketing and The New Science of 
Planning, 1968, pe 197-205. 

Haines, Ge H. Information & Consumer Behavior (Working Paper Series 6908). 


Graduate School of Management, University of Rochester, 1969. 


aadataett ml: wale: att 2 mn 
es Nd) alia 
a dls 


(pee aibiadal is, si anda een as tabit Los Mie. 
beerom at, ow air eats cat ane AL DSLAM 0 Leann 
oe Tua dala ‘ona: amis 


ae | 


as 


ponted wal 9 hae eR), weave, 


ae oe eas ne ‘ 14 AERO ) 
cut Bepnetomact ital vce waa nee x 
Ab i A pa 


agent sratondocr eo  apzanc renege te arn ‘elsubaxd 


68 


Haines, G. H. Process Models of Consumer Decision Making: Buyer- 


Consumer Information Processing. Chapel Hills University of North 


Carolina Presa, 1974. 

Jagvish & Sheth. A Review cf Buyer Behavior, Management=-Seience, 1967, 
135 Ppe 718-756. 

Kernaleguen, A. Clothing Value Scale. Unpublished instrument, University 
of Albexta, Edmonton, 1971. 

Kernin, Je B. & McNeill, J. Ue The social significance of prices: Some 
Managerial implications. Mississippi Valley Journal of Business 
Economics, 1967, 2, pp. 38-49. 

Kluckhohn, F., & Stxodbeck, F. Variations in value orientations. 
Evanston, Illinoiss How, Peterson and Company, 1961. 

Komarovsky, MH. Class Differences in Family Decision-Making in Expendi- 
tures, Household Decision Making. New Yorks New York Universal, 
1961. 

Kxech, D. & Krechfield, R. Individual in Society. New York: McGraw-Hill, 
1962, Pe 20. 

Lapitzky, Me Clothing values and their relation to general values and 
to social security and insecurity. Unpublished doctoral dissertation, 
Pennsylvania State University, University Park, 191. 


Markin, Re J. The Psychology of Consumer Behavior. Englewood Cliff, 


New Jersey: Prentiss-Hall, Inc., 1969. 


Martineau, P. Motivation in Advertising. New Yorks: McGraw-Hill, 1954. 


Martineau, P. Motivatio « New Yorks McGraw-Hill Book Co., 
1957, ppe 173-177 and ppe 184-185. 


Maslow, A. Motivation and Personality. New Yorks Harper, 1954. 


dig be vse aise 


ee Ait 2 ae ‘e oy. 


en 


mY. :y yi oa 


fancanbss aa vn het faa 
ae Ueda aay 


AL magedas awk “ idptees . LA 
| ee eae agate Sheath web ae 408 sh 


“+ cen Sgn ann ant an naan ea 


ee 
err se ed bran tl Witexortal eta atewSyenne |. 


oa at aia 


« Bs ah ae | — 


se JS ersaaes S988 els? en laa ca sama 


: Lamar, ae Rk, +i], lacta THEE: og. ee 


| : | | ; a es i a” “3 
| | A 
( . ; 7 bh 7 ‘ 


eee 


~y 


69 


McNeill, J. U. Dimensions of Consumer Behavior. New York: Meredith 


Publishing Co., 1965. 


McNeill, J. U. An Introduction to Consumer Behavior. New York: John 


Wylie and Sons Inc., 1973. 

Murray, H. Exploration in personality. New Yorks Oxford University, 
1938. | 

Nicosia, F. Me Consumer Decision Processes: Marketing & Advertising 
Implications. Englewood Cliff, New Jersey: Prentiss-Hall, Inc., 
1966 « 

Rich, S. U. & Dees: Be D. The imageries of department stores. 


Journal of Marketing, 1964, 28, pp. 10-15. 


Rich, 5S. Ue Sho Behavior of Department Store Customers. Boston, 


Massechusetts: Division of Research Harvard Business School, 1953. 
Robinson, J. P. & Shaver, Pe Re. Measures of Social Psychological Atti- 
tudes. Institute for Social Research, The University of Michigan, 
Ann Arbor, 1970. 
Rogers, C. On Becoming a Person. Boston: Houghton Mifflin, 1962. 
Rokeach, M, Beliefs, attitudes and values. San Francisco, California: 
Josey-Bass, Inc., 1968. 
Ryan, Me S. Clothings A Study in Human Behaviore New Yorks: Holt, 


Rinehart and Winston, Ince, 1966. 


Schleede, L. Ie Types of credit women use while purchasing their own 
clothing. Unpublished master's thesis, Southern illinois University, 


1974. 
Selltiz, C., Johda, Me, Deutsch, M., Cook, S. We. Research Methods in 


Social Relations. New York: Holt, Rinehart & Winston, 1959. 


“AOU | gD wk ¢ cor nace kl spear) | 


Se eee Ma xt nee 


ears stb wert ‘pee. “i aided ¥ setitis<. 
ii a yh wae _ aeit 


i 4 fe . yi : Lae ie vi - 
' ua) Rit 7 , { vit tv 
~ I } i len 
, i wr 
mr i 


ay sn da erst wt 
; Ppa diac dete a vm mes 
aos ke. seneiiiipe to Brent ie 
a ee. tober 
_e « i inibstte''s 
ter haere ee raat 


een 


inltesieniill ston mesatvee yatnndd: e*oetaan bert patel 
ae = | } an Uy, Si = bs | 
nt ghoren orcmege ll ot .) Pad gall sont? oul salxin’ oe ikenile 


70 


Sokall, Re Re Numerical Taxonomy. Scientific American, 1966, 225, 


ppe 106-116. 
Spranger, E. Types of Men. Germany: Max Niemeyer Velag, Halle, 1928. 
Stone, Ge P. City Shoppers and Urban Identification Observations of the 
Social Psychology of City Life. The American Journal of Sociclogy, 
1954, 50, DPe 30-45. 


Stone, Ge P. & Form, W. He. Phe local community clothing market - a study 


of the social and social psychological context of shopping 
(Agriculture Station Bulletin No. 262). Michigan State University, 


November 1957. 

Theberge, Le and Witter, B. Clothing values scale. Unpublished instru- 
ment and manual, University of Alberta, 1975.6 

Walpole, Re E. Introduction to Statistics. New York: The Macmillan 
Company, 1969. 

Wells, W. Backwards Segmentation. Paper presented at the meeting of the 


American Marketing Assoc., Toronto, Canada, 1967. 


eat a Lote mattis «(SS oR mkaiLive no ltare: exit’ 
vist 


mes, isso iden! ! aa oo 


vos Vig ph nates apie ul ae 


mh? Be stat 


4 . 
. “ 
vis i(% 
ee ¥ | 
é: 
f _. 
i Ss 
ae aN 
h i > 
: ‘t cS 
' ® "G4 
_— 
' a 
’ 


APPEN 
PENDICES 


71 


APPENDIX A 


Appendix A 


Letter of Introduction to Sample 


May 19, 1975 


Dear Colleague, 

I am a teacher currently completing post graduate work towards a 
Masters Degree in clothing and textiles. The enclosed questionnaire is 
a majox part of my thesis and I would greatly appreciate your time in 
completing and returning it to me. I‘ll be pleased to mail a summary 
of the results upon your request. 


Yours sincerely, 


Janet Forest 
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APPENDIX B 


Background Information Sheet 
Please answer the following questions in the space provided. 


le 


8. 
9- 


10. 
il. 


12. 


sexs 
3 Male 
b) Female 
Marital Status: 
b) Married 


c) Divorced 
ad) Widow(er) 


i) Single 


What is your age? 
How many children do you have? 


What are their ages? 


If married, what is your spouse's occupation? ( 


Location of Residence 
Location of Work 

What level do you teach? 
a) Elementaxy 

b) Junior High 


c) Senior High 


How many years have you taught? 


How many years of University have you completed? 


In which type of locality is your school? 


Rural 
Uxban 
Suburb 
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Exurb (e.g. Sherwood Park, St. Albert) 
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APPENDIX C 


Consumer Information Questionnaire 


Please answer the following questions in the space after each question. 


i. 


Ze 


36 


4, 


In what type of retail store do you purchase most your clothing? 
a) Department Store, e.g. Woodwards, Bay 

b) Regular Specialty Shops, e.g. Sally Shop, Tip Top Tailors 

c) Exclusive Specialty Shops, eege Donovan, Ken Higham 

ad) Discount Stores, €+g- Woolco, Zellers, Woolworths 

e) Tailor or Designer, eg. Sig Plach 

f) Second Hand Stores, e.g. Next to New Shop 


In which locality. do you do most of your shopping for clothing? 


a) Downtown 

b) Suburb Shopping Center, eege Meadowlark, Bonnie Doon 
c) Exurb Shopping Center, e.g. Sherwood Park, St. Albert 
a) Rural Town, eege Stony Plain, Spruce Grove, Camrose 


Please estimate the time you spend travelling between the following 
locations. 


a) Work and Home 


MINUTES 
b) Work and Preferred Clothing Store (Most 
frequently shopped at) 
MINUTES 
c) Home and Clothing Store (Most frequently 
shopped at) 
MINUTES 


Please estimate the number of times per month you travel between 
the following locations. 


a) Work and Home ( ) 
b) Work and Preferred Clothing Store ( ) 
c) Home and Preferred Store ( ) 
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5e When shopping for clothing what is your usual means of es 


Te 
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a) Car 

b) Bus 

c) Taxi 

a) Walking 

What day of the week do you usually shop for clothing? 
a) Monday 

b) Tuesday 

c) Wednesday 

ad) Thursday 

e) Friday 

f) Saturday 

g) Sunday 

What time of the day do you usually shop for clothing? 
a) Morning 

b) Noon 

¢) Early afternoon 

ad) Late afternoon 

e) Evening 

How often do you shop for clothing? 
a) More than once per week 

b) Once a week . 

c) Once every 2 weeks 

a) Every 3 weeks 

e) Once a month 

f) Less than once a month 


g) Never 
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How do you perceive this shopping for ig ( ) 
a) Very often 

b) Often 

c) Seldom 

a) Very seldon 

e) Never 

When you shop for clothing with whom do you usually shop? ( ) 
a) Alone 

b) With spouse 

c) With a (male) friend 

d) With a (female) friend 

e) With Mother 

£) With Father 

g) With Brother 

h) With Sister 

4) With Children 


When you purchase clothing for yourself, how does your 
spouse usually react? 


ot one) 
a) Strongly approve 

b) Some approval 

c) Shows neither approval or disapproval 

a) Some disapproval 

e) Strong disapproval 

f) Not applicable 


How do you feel about most of your clothing purchases 
when you get them home? ( ) 


a) Complete satisfaction 

bd) Some satisfaction 

c) Some dissatisfaction 

d) Extreme dissatisfaction 

When dissatisfied with a purchase what do you do? 
a) Keep it and wear it anyway 

b) Keep it and wear it very seldom 

c) Keep it and never wear it 

d) Keep it and fix or change it somehow 
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continued 

e) Always take back dissatisfactory purchases 
f) Usually take back dissatisfactory purchases 
@) Seldom take back dissatisfactory purchases 
h) Give it away 

i) Other 


Dissatisfaction in clothing purchases are usually the result 
of 


a) Poor quality of construction 
b) Poor quality of fabric 

e) Poor labelling 

ad) Sizing problem 

e) Flammability of fabric 

f) Misleading advertising 

g) Out of style 


h) Ne occasion to wear 
1) Poor fit 
j) Others 


Rank the following consumer concern with wearing apparel in 
order of importance to you (give #1 to your greatest 
concern): ( ) 


a) Care labelling 
b) Sizing 
Construction (Seams and Hems) 


Zo} 
ad) Advertising 
___ e) Quality of fabric 
f) Flammability 
g) Cost 

h) Fit 
i) Style 
j) Appropriateness 


Sees 


Additional concerns or comments 
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Do you have a clothing budget? 

a) Yes 

b) No 

If answer to above is (a) Yes: 
What percent of your income is budgeted for clothing? 
a) 0 

b) l= 5 

c) 6 = 10 

a) ll - 15 

e) 16 - 20 

Lpet => 

g) Above 25%: Specify q 


If you found that you had over spent your clothing budget 
one month and wanted a particular garment, what would you 
do? 


a) Buy it anyway 
b) Put it on lay-away 
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ec) Leave it and hope it won't be sold and come back next month 


d) Leave it and forget it 
e) Never go clothes shopping when over your budget 


What is the approximate price you will pay for the following? 


MEN*S ITEMS 


WOMEN'S ITEMS | MAX.PRICE | MIN.PRICE estimate 


PRICE OF LAST 
ONE PURCHASED _ 


Suite. * / ie ‘Party Dress hea gO ere bil toode' 
Sports Coat z <7 rant 5 eee ee 


Casual Pants Slacks 


Shirts _ Blouse 


Winter Jacket Winter Jacket aa ae pigs EE a 


Winter Coat Winter Coat 


Underwear "Underwear 
L undershirt 1 pr. panties 


Summer Coat Summer Coat i eee ; 
Underwear Underwear 
l pr. shorts 1 bra 
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Which of the following has most influence on your 
clothing purchases? > ( meee.) 


a) TeV. advertisements 

b) Newspaper advertisements 

c) Bulletins or Fliers - sent to your home 
ad) Magazines | 

e) Radio advertisements 

f) Window shopping 

g) Seeing a garment on another person 

h) Other 


When you hear or read of a clothing sale and circumstances 
are such that you are able to go, what is your response? 


eee a) 
a) Ignore it 
b) Make a point of going and seeing what there is 
c) Rush over as soon as it starts so you won't miss anything 
ad) Other, specify 
How often do you hear of a clothing sale and are unable to go? 
a) Very frequently (Coe 
b) Quite often 
c) Sometimes 
d) Seldom 
e) Never 
When shopping for clothing do you usually haves ( ) 
a) A definite item or idea in mind, eeg. color,style,etc. 


b) A general item or idea in mind, e.g. pants,shirt,coat, 
but not specific details 


c) No item or idea in mine - just looking for ideas or 
looking around. 


What method of purchasing do you usually use when buying clothing? 
a) Cash 
b) Charge Account 
c) Cheque 
a) Layeaway 
e) Other 
What are your feelings about shopping for clothing? ( ) 
a) Enjoy immensely 
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continued. 

b) Slight enjoyment 

¢) Slight dislike 

d) Strong dislike - get it over with as quickly as possible 
e) I never do it 
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Clothing Value Measure (Lapitzky, 1961) 
Fart i 
Ixy to choese the alternative which is relatively more descriptive 


of you or more acceptable to you.e For each question you have 3 points 
which you may distribute in any of the following combinations: 3-0, 0-3, 
2-1, or le2 (as you did in Part I of the Study of Values. 
le If you were buying a garment, which would be more important-- 

_._ @e that it be very beautiful; 

_b- that it give you a feeling of leadership? 

2. if most of your friends were wearing a particular make of raincoat, 

would youe= 


&. buy the same make even though you knew you were paying for 
the name; 


be buy another make which cost less? 
3. If a friend wanted to borrow a very “special” garment of yours, 


would youse=- 


ae be likely to lend it to them knowing it might be returned 
soiled; 


b, try to avoid lending it to them if possible? 
4h. When going on a short trip, say to New York, which would you consider 


more jmportant-< . 


@. that the clothes which you take with you require a minimum of 
care; 


_.._be that the clothes make an especially good impression on others? 
5. I would rather wear clothes which-- 
___@e make me stand out in a groups 
___be are similar to those others are wearing. 
6. If you and a friend were shopping and you saw a garment which both of 
you wanted to buy very much, would you-- 


a. xather buy it yourself especially if your friend insisted 
since yeu had seen it first; 


b. let your friend buy it since it was the only one available? 
7. If you owned a valuable piece of jewelry, would you-- 


a, wear it even though you knew none of your friends could afford 
such expensive jewelry; 


be xefrain from wearing it when with your friends? 
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If you thought everybody would be wearing a cocktail dress suit to 
a party, would you-- 
a. wear one even though you knew your best friend couldn't; 


be wear one more similar to the type your friend would be 
wearing? 


if your sister or best friend who was somewhat heavier than you 
wanted to borrow a garment, would youe- 


_&e try to avoid lending it to them since they probably would 
pull it out at the seams; 


be let them borrow it? 
Which would be more important to you-- 
ae that your friends approve of the clothes you wear; 


be that the textures, designs, and colors of your clothes seem 
becoming to you even if your friends might not approve of 
then? . 


If you needed a dressy outfit and had to make a choice between two, 
would you-= 


ae select the one with better lines for you but which was some- 
what uncomfortable}; 


be select the more comfortable one but with not quite as good 
lines for you? 


Would you rather-=- 

____a@e be one of the fashion leaders of your group}; 

_._be wear the popular or established styles? 

If you and your sister, or brother, mother or father, or best friend 
were in the habit of wearing each other's clothes, would you-- 

a buy the color which would be equally becoming to both of you; 


be. buy the color which would be very becoming to you but not as 
becoming to them? 


If you and a friend were shopping for special garments and she could 


afford to spend less money than you, would you-- 
ae buy one more outstanding than your friend could afford; 


be buy one near the price range which they could afford? 
If you were attending an important social function, which would be 


_ more important~- 


ae that you be one of the most fashionably dressed} 
b. that you be one of the most beautifully dressed? 
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Which street clothing would you rather have-< 


& one which was not exactly comfortable but the style was very 
popular; 


be one which was very comfortable but the style was not too 
popular? 


If a friend had borrowed your evening wrap er cloak and you needed 
it, would youe= 


@e ask them to return it knowing you would probably hurt their 
feelings: 


be Wear sorething else even though you knew others would be 
wearing evening wraps or cloaks? 


I think that-- 

___@e I would like to be a fashion leader; 

ve trying to keep up with fashicn is very uneconomical? 

If the color of an attractive garment of yours was not fashionable, 
would youe= 

___.2 Want to continue to wear it; 

___b» prefer not to wear it any longer? 

If you saw a very attractive garment which cost about 25 percent more 
than you had planned to spend, would youe= 

__.%. disregard the price and buy it anyway; 

De not buy it because it cost more than you had planned to spend? 
If you and your best friend, or some relative, wore each other's 
clothes and you had a choice between two garments, would you-- 


ae buy the more attractive one but which they probably couldn't 
weary 


be. buy the less attractive one but which you knew she could wear? 


Would you rather-- 

____@e buy clothes in about the same price range as your friends; 
___be buy clothes which are more expensive than your friends buy? 
If a certain style of shoe was extremely popular and most of your 
friends were wearing it but it was not the most comfortable style 
for you, would your. 

__@e gO ahead and buy the style of shoes anyways 

___b. buy a different but more comfortable style? 
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24. If you had a white sweater which a not-too-close friend wanted to 
borrow, would yous= 
ae let them borrow it even though they would probably return it 
soiled; 
ve try to avoid lending it to then? 
25. If you knew that all your friends were planning to buy a new garment 
for a very special occasion, which would bother you more-- 
___&» to buy one knowing that you would have to donate less than 
you had planned to a charity drive; 
___be not to have a new garment to wear when everybody else would? 
26. If you bought a suit or dress on sale, which would be more important - 
to your= 
___ae the fact that it was a designer's garment; 
___Dbe the fact that you had obtained such a good buy? 
27-e Which would bother you more-- 
ae if the garment you were wearing was too dressy in comparison 
with what other were wearing but extremely atiractive; 
___%» if your dress was of the sane type as others were wearing 
but not especially attractive? 
28. if you had a choice between two street garments, which would you 
choose=~ 
___ae the one which was very attractive but was not a very good buy; 
up be «the one which was not as attractive but was a very good buy? 
29. Would you prefer to be-=- 
ae the best dressed man/woman in your group; 
___be as well dressed as most of the others in your group? 
30, At a gathering which would you be more likely to notice first-- 
___a@e the sheer beauty of clothing being worn; 
____be high fashion clothes which have the loak of being costly? 
Part Il 


Each of the following statements or questions is followed by five 


possible attitudes or answers. Arrange these answers in the order of 
your personal preference by writing in the appropriate space, a score of 
5, 4, 3, 2, or 1. To the statement you prefer the most give 5, to the 


statement that is second most attractive give 4, and so on. Please try 
to answer all the statements in this manner. When your preferences are 
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not distinct, try to guess. Be sure not to assign more than one 5, one 4, 
etc., for each group of statements. 


1; 


he 


be 


In general I prefer clothes which--(remember to give your first choice 
5, ete) 
ae xequire a minimum of time, energy, or money in their upkeep 


b. have the look of being costly 


ce make my friends feel at ease because they are not more costly 
or fashionable than theirs 


ad. are very attractive 


Ge are similar to those my friends are wearing and hence make me 
feel at ease. 


I would rather wear clothes which-- 
&e make me look distinguished in a group 
be are very comfortable 


ce have very good combinations of design, texture, and color 


« make me feel “one of the group" 


e are not more expensive or more fashionable than those ny 
friends are wearing. 


In regard to my clothing, it is important to me that-- 
ae the design be especially good 


be I get the most for my money 

ce it makes me look successful 

de it makes my friends feel socially comfortable 
é- it helps me to be accepted by others. 


As far as clothing is concerned-- 

@e it can be very important in getting ahead in the world 
be. it is very important in giving a person self-assurance 
Ce it is important that it be comfortable 

it can be used to make others feel at ease 


jt can be an outlet for aesthetic expression. 


Which areas of clothing are you most interested in-- 


a. the effect on individuals who are poorly dressed in compari- 
son with their friends 


be principles of line, design, and color 

ce. the conformity aspect of clothing 

ad. selection and care of clothing 

ee use of clothing to gain leadership and prestige. 
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Which would be most important to youe= 


Ceo 


to have a reputation for being generous when it comes to 
lending your clothes to others 


being one of the most fashionably dressed in your group 


a very smart shopper who gets the most for her money when it 
comes to buying clothes 


to have high aesthetic taste in clothing 


to have clothes of equal quality to those your friends are 
Wearing. 


Which ef the following aspects of clothing do you consider most 


important-- 
a. usefulness and cost 
be a means of making others socially comfortable 
Ce an expression of socio-economic status 
de a means of making one feel part of a group 
@e a means of making oneself beautiful. 


If you wexe attending an important social function, would it be more 
important to you to be-= 


Be 


dressed much like the majority of the group 
very attractively dressed 


éressed like your best friends who you knew couldn't afford 
to spend as much on clothes as you 


very fashionably dressed 
very comfortably dressed. 


Various areas of clothing have been studied. Which of the following 
do you consider the most important-- 


ae 
de 


Ce 


use of clothing as an art forn 
emotional values to the individual of being well dressed 


effects upon individuals who do not feel as well dressed as 
others 


means of appraising one’s socio-economic status 


expenditure and care studies. 
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APPENDIX E 


Clothing Inventory Seale (Kernaleguen, 1971) 
Please rank these girl’s stories in the order which you feel is most 


like you, 


Social Acceptances 


Econonics 


(a Sue 
(____) Sandy 
Lee DP Pa 
(___) Debby 
(___) Candy 
(___) Ann 
( 


) Nancy 


Sue enjoys people and hopes that people will like her. 
She believes that clothing plays an important role in 
helping an individual adapt to a social situation. 
Sue attempts to dress appropriately for situations 
whether it is a barbecue or a job interview. 

Sandy believes that a good wardrobe does not need to 
be expensivee She is very careful to buy most of her 
clothing during the off season when it is on sale. 
Sandy is cautious about buying garments which must 

be dry cleaned or require a lot of care. She is 
proud of her ability to combat inflationary prices 
and moreover plans ahead to save time. 


Psychological Comforts 


Physical Comfort: 


Pam looks for clothing which gives her “peace of 
mind". She believes that clothing should give you a 
“Psychic” poost, or make you feel mentally relaxed. 
There are different colors which Pam feels makes her 
feel better about herself. Clothing should make the 
wearer feel good. 

Debby is very concerned about how clothing feels when 
you are wearing it. Clothing must fit right and feel 
right. She shuns styles which impair movement, even 
if they are in style. She feels that clothing could 
and should be a “second skin". 
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Social Leadership: Candy always tries to look outstanding. Friends 


Aesthetic: 


Self Expression: 


often ask Candy for her opinion on fashion. She 
would rarely buy a garment which is commonplace, if 
it isn't going to rate compliments it isn't worth 
the money. Candy is the kind of girl who likes to 
be noticed. 

Ann maintains that beauty should always be expressed 
in clothing. If the design and color of a garment 
did not transmit a feeling of attractiveness she 
would not purchase it. Color, line and design are 
important to Ann in choosing clothes. 

Nancy attempts to tell others about herself through 
clothing. Nancy sees clothing as a statement to 
society about her feelings and personality. She 
believes that clothing is very intimate and must be 
selected to fit one's personality. 
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Please read these definitions and rank these clothing values in order 
of their importance to you. 


Definitions: 

Self expression: communicating individuality through clothing. 

Aesthetic: seeking beauty in clothing. 

Economics seeking maximization of resources through 
clothing. 

Physical comforts seeking well-being of body through clothing. 


Psychological comfort: seeking well-being of mind through clothing. 
Social Acceptances seeking membership with others through clothing. 


Social Leadership: seeking recognition from others through clothing. 


List of Values: 


Most’ important to you. Le 


Least important to you. Te 


Did you find it difficult -=- or impossible, to rank the stories? 


Do you have any suggestions for making this test better? 


THANK YOU FOR YOUR CO-OPHRATIONS$ $3 
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APPENDIX F 


Memebetier to mdnonton Public Sahoo) Board Teachers 


November 6, 1975 


Dear Colleagues 

A short time ago I sent you a questionnaire on Values and Consumer 
Behavior. Unfortunately due to the postal strike you are unable to 
return them. Jl, therefore, request that you send it to me via 
McNally Composite High School through the inter-school mailing 
service. 


I thank you very much for completing the questionnaire and returning 
it in the above manner. 


Sincerely yours, 


Janet Forest 


2. Letter to Edmonton Separate School Board Teachers 


November 6, 1975 


Dear Colleagues 

A short time ago I sent you a questionnaire on Values and Consumer 
Behavior. Unfortunately due to the postal strike you are unable to 
return them. I therefore, request that you send it to me c/o Ann 
Pura, Central Office, via your school system mailing service. 


I thank you very much for completing the questionnaire and returning 
it in the above manner. 


Sincerely yours, 


Janet Forest 
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3. Letter to Rest of Teachers 


November 6, 1975 


Dear Colleague: 

A short time ago I sent you a questionnaire on Values and Consumer 
Behavior. Unfortunately due to the postal strike you are unable to 
return them. I, therefore, request that you send it to me via your 
school system mailing service to central office. 


I thank you very much for completing the questionnaire and returning 
it in the above manner. 


Sincerely yours, 


Janet Forest 
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